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COAL AGE sincerely thanks the 302 companies 


who advertised in 1952 for their confidence in COAL AGE 


These advertisers know that they can depend on the Coa AGE editors 


to produce, every month, ideas that are helpful to every one 


of the more than 14,000 paid subscribers. They know that is why 


coal men consider CoAL AGE to be the most useful 


coal mining publication. They know, too, that “the most useful” publication 


gets the most advertising readership as well as editorial readership. 


Here are some of the articles that appeared in Coat AGE 


and inspire advertiser-confidence. 


in 1952 which make coal men vote Coat AGE “most useful” 








“HIGH CAPACITY AUGER MINING” 
The first detailed description of the 
latest in auger mining machines used 
above ground. Can produce up to 500 
tons per shift. 


“SUCCESSFUL CONTINUOUS MINING’’ 


How an underground mine practi- 
cally doubled production with con- 
tinuous mining machines and pick-up 


loaders. 


“SAFER MINES — CAN CONGRESS DO 
THE JOB”’ 
A COAL AGE exclusive report to the 
industry on the controversial Federal 
Mine Safety 


with labor leaders, government offi- 


Law. Staff interviews 


cials, mine officials and miners. 


‘THREE-VOLTAGE AC UPS EFFICIENCY 
WITH SAFETY" 
How u coal company uses AC power 
for a new conveyor-loader mine. 


“DESIGN FOR MODERN MINING” 
\ 300-page issue of COAL AGE 
packed with practical ideas for “mod- 
ern” mining — cost’ cutting, quality 
improvement, greater safety. 


“REBUILDING FOR LONG-TERM CLEANING 
RESULTS"’ 

How a cleaning plant was modern- 

ized for immediate high efficiency 

cleaning with facilities for a future 

planned mining program. 








A McGRAW-HILL PUBLICATION 


330 WEST 42 STREET 
NEW YORK 36, N. Y. 
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more advertisers than the next 
publication 


more display advertising 
pages more than the next paper 


exclusive advertisers 











A New All Time High Record In The Industrial Field 


0,384 ADVERTISERS 


are using 


38,943 PRODUCT ADVERTISEMENTS 


In The 1953 (43rd Annual) Thomas Register 


More Than Three Times As Many Advertisers As Ever Appeared 
In Any Other Such Guide 


. 
That is 
BECAUSE THOMAS REGISTER advertising averages at least three times the tangi- 
ble results per dollar of cost rendered by any other purchasing guide — as 
experienced by long time T. R. Advertisers. 
e é 
And that is 
BECAUSE THOMAS REGISTER is the buying guide used for purchasing direction by 
more than 60% of the total Industrial Purchasing Power of the U.S. Three 


times the purchasing power and volume that uses any other such guide. 


And that is 

BECAUSE the “where-to-buy” direction in T. R. has at least three times the informa 
, tive scope and quality offered by any other such guide. 

And that is 


BECAUSE THOMAS REGISTER production costs exceed $1,000,000 for cach edition 


—far in excess of the total income of any other such guide. 


And that is 
BECAUSE 1.R.’s Paid Subs« ription clientele pay more subscription dollars for T.R. 


than for any other industrial publication. 
an) 


And that is 
BECAUSE THOMAS REGISTER Paid Subscription clientele as a rule prefer and use 


T. R. and no other guide for “where-to-buy” direction. 


The foregoing is largely evidenced by the universally recognized 
audit of the AUDIT BUREAU OF CIRCULATIONS, free upon request... 


This incomparably informative audit deals not only with number in circulation, but indicates 

the evaluation and preference for T. R. by its subscribers and also indicates their purchasing 
power as shown by their financial importance. THOMAS 

REGISTER is the only Buying Guide which qualifies for 

ao the A.B.C. Audit — no other guide can furnish com- 


“| THOMAS’ | oxcom MAS) | cae parable evidence in support of its claims. 
fy RECISTER THC 


2 — THOMAS 
Glin; 2 © REGISTER 


wane ee | 
—— 2 ABC 96% PAID CIRCULATION 


oe | THOMAS PUBLISHING COMPANY 
— 461 EIGHTH AVENUE@® NEW YORK 1, N. Y. 
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»+eeethe One Business Paper 
which Features Industrial Piping 
and Reaches KEY Buying Factors 





HP&AC penetrates all fields that require industrial piping 
... because HP&AC treats piping editorially as one of its three 
major subjects... attracting and holding as paid subscribers 


the consulting engineers, the plant engineers, the contractors 
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“| whose responsibility IS PIPING as well as heating and air 
conditioning in connection with over 50,000 industrial plants. 


May we explain in detail? 


KEENEY PUBLISHING CO., 6N. Michigan, Chicago 2 


NEW YORK: 1734 Grand Central Terminal - CLEVELAND: 3734 Woodridge Rd. 
LOS ANGELES: 672 S. LaFayette Park Place 
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Industrial Marketing 


For contents of previous issues of Industrial Marketing, consult the Industrial Arts Index in the library 


G. D. Crain Jr., Annual Market 
a eee Murray E. Crain, 


S. R. Bernstein. 


Merle Kingman, Managing fdit @@haa BUSINESS STA 
Charles Downes, Eastern Editor : 

Margaret C. Lucas, A te i C. B. Groomes, 8. Manag 

Bert Enos, A it lit Jack C. Gafford, Adv: ng Direct 
Deborah Deering, [d:! 1A tant Gorden D, Lewis, Mg: Sa ind Serv 
Hal Burnett, Contributing Editor Hal Darrow, Eastern Advertising Manag 
Bob Aitchison. ntributing Edit D. G. Pilkington, \\ n Ad y Mg 
Stanley E. Cohen, Washington Edit Curran deBruler, |! tion Manage 

Tom Raki, Art George F. Schmidt, Adv. Production Mg 
Elizabeth G. Carlson, Libraria: Myron A. Hartenfeld, ilatior t 


CONTENTS Departments 


Small ads help build customers for Ace Drill . . 

Brake manufacturer hikes sales $6 million in farm drive . . | 
How publication ad methods can help show exhibits . . 
Ten ways for admen to benefit from trade shows. . 
Pictures, captions tell Girdler product story in booklet 

Ceco booklet, ads turn product handicap into a promotion 
How to sharpen the photos in your industrial advertising 
Ad staff helps salesmen with inquiry follow up. . 

How packaging of industrial goods is getting better 
Superior Tube ‘on target’ with dramatic case histories . . 
Magnatflux finds bigger markets with a new research plan 


Which ad attracted more readers? .. . 
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The search (3 over! 


Readers and advertisers in the huge 
Appliance Manufacturing market have 
been waiting for a long time fora 
magazine of their own—for all depart- 
ments of all divisions of the industry! 
And here it is ... bigger (LIFE-size), 
more beautiful (full of pictures—no ad- 
vertising on the cover) and more pow- 
erful (staff-edited, all ads next to well- 
read editorial matter) than they had 
ever hoped for! 


APPLIANCE MANUFACTURER 





\ 


ONE! 


This huge new, BILLION-dollar industry has grown so fast that UNTIL TODAY, it was impossible 
i to reach decision-makers for the entire market! Sellers had to approach electrical engineers 
| through one magazine, finish and design engineers through another, the management and sales 
executives through others, and so on through all departments ... many, many other departments 
—plastics, castings, materials handling, purchasing ... in fact an entire industrial field within 
one market—now ALL available through ONE publication—the BIG, LIFE-sized Pictorial, Fast- 
moving, APPLIANCE MANUFACTURER! : 











Executives in al diuiséand: the men who decide when to build 
inventory, when to re-design, what to buy, how to ship, which firms to do 
business with! APPLIANCE MANUFACTURER IS THEIRS! 


Creative Winds in Al divisions: The men who decide what 


materials to use, which design, what engineering principle, which test- 
ing and quality control standards, what suppliers to use. They NOW 
have a magazine of their own—APPLIANCE MANUFACTURER 


Policy- Makers in ll divisions of ALL branches of the 


Appliance Industry! Over and above all the vital decisions with imme 
diate influence on your sales is an important group which warrants your 
long-term solicitation, too! These men—chairmen, directors and policy- 
making influences in the entire industry are, for the first time, reading 
a magazine of their very own!—APPLIANCE MANUFACTURER 


“hese Wen —\5,000 carefully selected individuals who want this magazine.. 
have asked for it...and today are reading it avidly—are the men YOU can 
reach with YOUR message in ONE publication—APPLIANCE MANUFACTURER 


(Never to our knowledge has there been such spontaneous acceptance of a new publication. 
The first issue of APPLIANCE MANUFACTURER contained the advertisements of more than fifty 
advertisers! If you sell—raw materials, sheet metal fabricating, materials handling or other 
plant equipment, components or custom-built parts, finishing materials, services or equipment, 
REMEMBER—ecch issue is dated the first of the month, and the deadline is the first of the pre- 
ceding month. Rates, and a sample copy on request.) 


201 N. WELLS STREET, CHICAGO 6, ILLINOIS - New York - Cleveland - Los Angeles 
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Proud of its Kodachrome, 
Cherry-Burrell takes to fishing 
@® TO THE EDITOR We are quite 
proud of the calendar we have put 
out for 1953. Mechanically, the il- 
lustration, which is a reproduction 
from a Kodachrome by Herman Ap- 
pel, is the best we have had. This 
is due not only to the technical per- 
fection of the original transparency 
but due to the fine plate and press 
work by Edwards & Deutsch Litho- 
graphing Co. here in Chicago 
Because it is difficult for us to se- 
lect one picture which would be 
typical of our business, we have de- 
cided to select “man-interest” illus- 
These 


fishing, horses, dogs, sports, and ete 


trations include hunting. 


WM. S. STINSON, 
Advertising Manager, Cherry - 


Burrell Corp., Chicago 


Picture vs. ‘pitcher’? 

It depends on how you take it 
® TO THE EDITOR A very good ar- 
ticle (November: 
KETING) on how Link Belt’s adver- 
handles thei 


INDUSTRIAL MAR- 


tising department 
photographic work 

If more companies would use a 
plan similar to this, there wouldn't 
be so many “lousy” photos in indus- 
trial ads as there are today 

Too often individuals, who know 
nothing about either photography o1 
advertis ng, are the ones who hire a 
photographer to take a “pitcher” ot 
a machine, new construction, o1 
what have you, then proceed to tell 
They 


are also the ones who howl the 


him exactly how to take it 


loudest when they get exactly what 
they ordered a “pitcher.” 

We have found that the best way 
to get good photos 1s to hire a com- 
petent photographer, tell him what 
we want to show and why and then 
let him do the shooting in his ow1 
way. By doing this, we very seldom 
After all 


we don't. let him tell us how we 


get photos we can’t use 


must build our overhead cranes so 
he can photograph them 

C. W. LUSSIER, 
Manager, Edere: 
Seattle 


Advertising 
Engineering Co., 
P.S. Take most of the in-produc- 
tion shop shots (pitchers) in ou 


own plant with a 4 x 5 graphic 


What advertising managers 
should offer to sales staffs 

® TO THE EDITOR I have just 
finished reading my copy of the No- 
vember issue of INDUSTRIAL MARKET- 
ING and was very impressed with 
the story, “What Advertisers Should 
Know 


Michael Stumm, advertising man- 


About Industrial Copy” by 
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MoUs ps ayys, October 8, 1952 


ontractors and Engineers Monthly 
70 Fourth Avenue 
ew York 16, New York 


Attention: Mr. D. V. Biattenheim, Publisher 
Gentlemen: 


i have been intending for some time to let you know that your 
publication has for many years been doing a bang-up job for 
Pioneer. 


Your editorial department doesn't miss many opportunities to 
say a good word for our equipment found on the various jobs 
your publication covers so well. And here i might say that 
your editorial style is such that it appeals to a large segment 
of our market made up of individuals who want to know how 
equipment is used and what it does. The layman's language 

is understood by the greater proportion of men in the construc- 
tion industry and your use of it gives you a reach into areas 
we otherwise would miss. 


The inquiries we receive from C and E M publicity and advertising 
come to us from people who not only are interested in our 
equipment but who are likely to become prospects and customers. 
There are relatively few curiosity seekers, which speaks well 

for the kind of circulation you maintain. This is really 
significant and more than we can say for some papers claiming 

to cover the same market. 


After all, we have a product, and equipment to sell, and we 
must concentrate our major effort on people who can buy. 


Your new format and styling are big improvements. Keep up the 
good work. 
Cordially yo 











Contractors and 
Engineers 


470 FOURTH AVE., NEW YORK 16, N.Y. 
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article as it is exactly the type of 


q) information that industrial adver- 
tising managers need to disseminate 
. to their sales organization and to 
7 a 
Ca ie} general management 
VU | n Please enter my order for 150 
42 
j 


T7 copies immediately 
« & 7 


E. A. JOHNSON, 


ager, Crucible Steel Co., New York 
el @ e DAS I am sure you plan to reprint this 
@ 


Sales Manager, Barry Corp., 
AB». ic Watertown, Mass 


mor" 


a Voungetew® 51. ‘ What do salesmen consider 
vee 
VC UIMIALE Mel fait - ebrodtord ‘s _ 
wee Conte oS» filial their best sales tools? 
e* finest vl 
pn, oO re ® TO THE EDITOR .. We are very in- 
Chovlest gl stn . terested in obtaining a bibliography 
of articles you have printed con- 
cerning what salesmen conside1 
their best sales tools in making 
presentations. We are especially in- 
terested in salesmen of building 
industrial Ratio Map of U. S. 
Area of each state is shown in exact ratio 
to its industrial value. M.P.A. reaches the MARILYN SCOTT 
buyers" in this great ‘‘Heart"’ exclusively. Marketing research depat = 


Fuller & Smith & Ross, 


4 
ment, f 
Fl e Ww 7 e Cleveland 
in Buyer Coverage in the {A nine-page round-up of visual 


aids, which started on page 74 of the 


products 


ad © < «< _ y Ps 
a — 14 ; November issue may be of assist- 
-DINION-VOliar , 
— parr Were oe ance. If any of the sales manager 
tr, 
readers among IM readers can tell 


. om 7 q 
Industrial Midwest aa Ree 1 us their favorite selling tools, we'd 


he happy to hear of them ED. | 


Invoice standardization is 
Hf you sell to these industrial purchasing agents, V.P.A. does ABP project: Venezian 
your advertising job like no other publication can! Is the Mr. Louis A. Brandenburg 
“buyers” own magazine—ollicial organ of the powerful PLA, Louis A. Brandenburg Advertising 
Associations in the fabulous “Heart of Industrial America,” (41% S Wrisco 
and “must” reading for all members. Offers you LOO, Tales 14. Olishoma 
“buyer” coverage. 

Here in the midst of the world’s greatest industrial buying 
programs, more millions are spent through regular, organized 
purchasing channels than ever before. VLP.A. visits all these for standardization of publishers’ 
Purchasing Departments—circulates among the buyers— nvoices in the December issue of 
wields its influence up in mahogany row. Many P.A."s are also INDUSTRIAL MARKETING 
top officials, plant owners... sign the checks. Don’t be side- I did want you to know that this 
tracked. Make your direct pitch in the book that goes where s one of the topics that is being 
the orders are issued.” M.P.A. is that book. 


Dear Mr. Brandenburg 
I noticed your letter on the plea 


} 


covered by the Associated Business 


A few of the ‘national’ advertisers who use over 50°, Publication’s Committee on Uniform 
of the space . eae all 
Roebling’s Saaierd ou Send for Practices and that we have actually 
Tube Turns Cities Service ie + 1) Sample leveloped a recommended standard 
Republic Chase Brass American Box - Magazine 
Ryerson Bridgeport Hinde & Dauch th List 
Pittsburgh Scovill Root Gair a ai y > 
Assoc'd Spring American Osborn Brush \ > of P.A.'s the members of National Business 
Nat'l Malleable Nat'l Screw Ohio Injector s ) . »p : 
Wickwire-Spencer Reliance Elect Blaw-Knox j if Publications, ABP and the Amer- 


invoice which has been reviewed by 


can Association ol Advertising 


4 Agencies 
kMIDWES Sas, — 62) j Comments and. suggested revi- 
PURCRAS a ions are now being discussed and 
‘E: . we hope to have an invoice which 
BG — ong ao we can present to business pape! 
eveian ’ 10 
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For Your Greatest 
Business-Building 
Opportunities .... 


LOOK T0 
YOUR 














Bay City Story 


THAT ESTABLISHED 
THE REMODELING 















POTENTIAL 

History was written for the plumbing 
heating, air condmioning and appliance in 
dustry during the week of September 
1952 For it was then that the editors of 
Domestic Engineering and a crew of 40 rr 
searchers under the direction of Dr. Chas 
Allen, noted market analyst of Northw: sterr 
University descended upon Bay City, Michi 
Ran for the most intensive study of the re 
modeling needs of a typical American City 
ever undertaken 

More than €00 direct interviews and ac 
cual case studies of existing equipment were 
made in a week-long survey of all types of 
buildings in Bay City and surrounding rural 
areas The findings of this staff projected 
and interpreted on a national basis reveal 
for the first time, the extent of the country’s 
present remodeling needs. including buying 






intenuions and buying ability For example 






plan to remodel kitchens 






plan to remodel bathrooms 






plan to remodel heating systems 






still have hand-fired heating systems 






plan to replace water systems 





plan to add shower facilities 


want new clothes dryers 





want new automatic washers 





want new water heaters 


want better than $1000 kitchens 


want individual appliances 


of the refrigerators are over 
10 years old 






want to pay cash. 


these manufacturers, is available upon re 
quest 


The complete Bay City Story, which is 
of intense interest to every manufacturer in 
this field and to advertising agencies serving 
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A Multi-Billion Dollar Market for 













PLUMBING, HEATING, AIR CONDITIONING AND APPLIANCES 


It doesn’t take a crystal ball to de- 
termine what lies ahead in 1953 for 
plumbing, heating, air conditioning 
and appliances. For manufacturers 
who have been following the prog- 
ress of Domestic Engineering’s Bay 
City Study and are plotting their 
sales strategy on the basis of its find- 
ings and interpretations, the coming 
year holds great promise. 


The Bay City Story has revealed 
the true national potential of re- 
modeling. It has shown that in 
every type of structure . . . home, 
industrial plant, commercial build- 
ing, farm and institution . . . a great 
need exists for modernization and 
replacement. It has shown that, in 
a substantial percentage of these, 
full-scale remodeling of present 
plumbing, heating, air conditioning 
and appliance installations is 
planned. It has shown that, in re- 
modeling, lies your greatest oppor- 
tunities. 


Through its all-out, all-industry 
Modernization Program, Domestic 
Engineering is showing contractor- 
dealers in this field how to prospect, 
develop and close sales in this, the 


more profitable phase of their busi- 
ness. It is stimulating Remodeling 
Sales Drives by contractor-dealers in 
all parts of the country and an ever- 
increasing number of manufacturers 
and wholesalers are becoming alerted 
to the possibilities of this concerted 
push for remodeling business and 
are taking an active part in these 
drives. 


You, too, can participate in this, 
the industry’s greatest business- 
building effort and partake of the 
many benefits that such participa- 
tion will assure you. Your Domes- 
tic Engineering representative will 
be glad to show you how you can 
be a part of this fast-moving pro- 
gram. 

eee ee 

How well does the domestic engi- 
neering contractor-dealer know your 
product? As remodeling sales drives 
gain momentum it will become in- 
creasingly important to keep him in- 
formed on the merits of your equip- 
ment. You accomplish this purpose 
most effectively through a consistent 
advertising schedule in Domestic 
Engineering, the magazine he uses 
as a guide to remodeling business. 


Domestic Engineering - 


1801 PRAIRIE AVE., CHICAGO 16, ILL. 






















Is Our Heating System 


Adaptable le 
» Summer Cooling? 


en 


Attractive Store Front 


Is Outdoor Advertising 


Reader - Interest 


Features 


In addition to these sales-stimulat- 
ing articles, every issue of 
The ARTISAN carries News 
Round-Up, Washington Letter, 
New Literature, Equipment 
Developments, Associa- 
tion Activities, and 


other Industry News. 


I) 1 in Circulation. . 1 1/¢5 


| in Editorial Service 





Helps KEY Dealers Sell MORE 


Warm Air Heating, Residential 
Air Conditioning, Sheet Metal 


.... Powerful Support from the Editorial Pages 
of This Field-Leading Publication 


Each month The ARTISAN helps its subscribers 
sell MORE warm air heating equipment and acces- 
sories, MORE residential air conditioning installations, 


MORE sheet metal jobs. 


Yes, if you’re in this great market, your sales 
department gets powerful and sustained support from 
the editors of AMERICAN ARTISAN. 


Witness across the page a few articles from 
one recent issue .. . typical of what AMERICAN 


ARTISAN provides its dealer, contractor and whole- 


saler subscribers in EVERY issue. This year, as in 
every year since 1864, The ARTISAN's editorial content 
will help ARTISAN readers expand their markets, 


handle their work more efficiently. 


Use liberal space in The ARTISAN in 1953, 
and thus tie in your advertising with our long estab- 
lished editorial policy of continually presenting ways 


in which ARTISAN readers can increase their sales. 


Prosperous sales outlets invariably mean 


MORE business for you. 


KEENEY PUBLISHING COMPANY -+ 6 N. MICHIGAN AVE. + CHICAGO 2 


NEW YORK: 1734 Grand Central Terminal 


CLEVELAND HEIGHTS: 3734 Woodridge Rd. 


LOS ANGELES: 672 S. LaFayette Park Place 


AIR CONDITIONING HEADQUARTERS 





‘<p 
COVERAGE 


AMERICAN ARTISAN reaches 
throughout the country KEY 
dealers ond KEY contractors 
who handle the bulk of all 
warm air heating, residential 
sir conditioning and sheet 
metal business . . . all PAID 
subscribers who buy AMERICAN 
ARTISAN to keep informed on 


how to operate more profitably. 


to Readers... . * 1ST in Advertising Volume . . . 





gets action in the 
tremendous 
horizontal 
market of 
coal. users! 


Of 97 typical UTILIZATION readers interviewed 
recently by John T. Fosdick Associates, 67, or 69 “/, 
reported they had taken action as a result of 
material, including ads, appearing in UTILIZATION. 
What kind of action? 

“Wrote for information on conveyor, acquired it 
and pleased with results.”’—Chemical Company. 

“Oven-fired jet control . . . installed in two stacks. 
Two more being done.’ —'Tire Company. 

“Saw scraper ... first time in Utilization. Nou 
have it.”’— Power Company. 

“Read about ‘weather-chrons’. Bought six.” 
Retail Yard. 

These and other comments prove the coal-use 
market “‘needs what it reads” in UTILIZATION. 
90.7°, of our copies reach the primary buying 
influences* (presidents, vice-presidents, secre- 
taries, treasurers, superintendents, managers, 
engineers, technical personnel and purchasing 
agents) in all classifications of coal use, including 
the majority of coal-burning electric utilities 
and ¢ municipal power stations e¢ most steel 
and cement mills ¢ some 6,000 manufacturers 
(automotive, paper, etc.) ¢ all Great Lakes 
coal docks and coal-handling railroads e 5,800 
prominent retail and wholesale coal yards. 

Advertisers, too, report action from UTILIzZA 
TION. In 1952 they placed 473 pages of advertising 
with us, against 31.11 pages in 1947. 

If you want action from the companies who 
burn, buy, dock, export, handle, heat with, load, 
manufacture with, move, sell, ship or stockpile 
coal... use the publication they respond to . 
UTILIZATION. 

Monthly Audience Surve 


MECHANIZATION, INC., PuBLISHE! 


publishers in the very near future 
We think that this new invoice will 
clarify some of the points discussed 
in your letter to INDUSTRIAL MARKET- 
ING 
A. R. VENEZIAN, 
Assistant to Director of Ad- 
vertising, McGraw-Hill Pub- 
lishing Co., and Chairman of 
ABP Committee on Uniform 
Practices, New York 


Show article goes overseas 
® TO THE EDITOR .. In the November 
issue of INDUSTRIAL MARKETING, the 
article on trade show exhibits, page 
60, was found to be very interesting 
and educational 

Your permission is requested to 
use some of the thoughts and ideas 
contained in the article. We would 
also be interested in using some of 
the charts 

This material would be used in 
our house organ “Managers’ Bulle- 
tin,’ which is distributed to our 
overseas Management 

A. M. W. REUTHER 
Overseas Sales Methods, Na- 
tional Cash Register Co., Day- 


ton 


They had a big increase, too 
® TO THE EDITOR In your January 
issue, page 128, under “greatest sin- 
gle advertising gain among the in- 
dustrial group,” you include sev- 
eral magazines that showed less 
than a 30°) gain from 1951 to 1952 
I believe that Modern Metals, 
with a 35 increase, led over all 
books but Chemical Week and Tool 
Engineer in the industrial group 
W. B. Griffin, 
Publisher, Modern Metals, Chi- 


apo 


What is due date for agency 
space in business papers? 

@ TO THE EDITOR Soon you will 
be compiling 1952 records of pages 
placed in business papers by adver- 
tising agencies. What is your dead- 
line for this material? We would 


appreciate your sending us the nec- 


1120 MUNSEY BLDG. 
WASHINGTON 4, D.C. 


NEW YORK @ CHICAGO 
PITTSBURGH BARBARA WHITE CHACE, 
gent carry Media Director, Taylor M 
LOS ANGELES . . <p 
Ward, Inc., Ithaca, N. Y. 


(Deadline: Feb. 20. Forms are in 
us the mail ED. ) 


essary forms to provide you with 


this material 
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This pocket edition is a welcome pocket addi- 
tion. Its editorial and advertising content, com- 
bined with its convenient size, make it a well- 
traveled and well-read publication in the 
shop, going to and from work and at home. 
MODERN MACHINE SHOP'’s “‘carry home’ 


convenience earns your advertising extra reader- 


ship and extra results. 


MODERN MACHINE SHOP ts the one maga- 
zine devoted to practical information for practi- 
cal men, the “production executives” who really 


Wor! ks 


run the plant. Regardless of their titles 
managers, master mechanics or foremen these 


{ IS1ONS. 


men have animportant hand in buying de 


With over 40,000 circulation, MODERN MA- 
CHINE SHOP reaches more of the men who buy 
or influence buying in more of the plants than any 


other metalworking publication. Also, more ad 
vertisers use MODERN MACHINE SHOP than 
any other monthly or semi-monthly publication. 
Put your money u here your market 15 Send your a |- 
verusing out in the shop {and home| with 


MODERN MACHINE SHOP. 


Write for New 48-Page FACTS FOLDER 
“HIGHWAY TO METALWORKING” 


MODERN MACHINE SHOP 
431 Main Street, Cincinnati 2, Ohio 
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IN MANY SMALL METALWORKING PLANTS 


QNE METALS ENGINEER 


His title may be one of many. He may have a wide 
range of management functions. But, because of his 
technical background, he retains strong influence 
in the buying of metals, and metalworking equip- 
ment. As revealed by his job description, he’s a 


Metals Engineer with buying influence. 





___S qusnnnen ENGINEER 1 


Shoe Machinery Mfr. 





Reader of Metal Progress since 1942 


Duties include design and selection of 
steel, cast iron, aluminum, Meehanite, 
bronzes Names suppliers and specifies 
heat treatments, hard surfacing ma- 
terials and special finishes. 





METALS ENGINEER 











VICE PRESIDENT 


Saw Mfr. 
Reader of Metal Progress since 1949 
Career advanced by metallurgical studies 
at university Is consulted on buying 


of all metals and machinery used by 


his company. 


METALS ENGINEER 








a 
-— PLANT MANAGER 
Meta! Fabricating Co. 


Reader of Metal Progress sinc 





; engineering 











METALLURGIST 
Wrench Mfr. 


Reader of 


METALS ENGINEER 





DECIDES THE BUYING! 


_f comer ENGINEER \ 


Forgings Plant 








Reader of Metal Progress since 1930 


Has Plant, Metallurgical and Methods 
Engineering. Buys shears, forging 
presses, machine tools plus cleaning, 
plating and heat treating equipment and 
supplies. Recommends sources for steel 
and nonferrous metals. 


Wig \ETALS ENGINEER 











PRESIDENT 
Gear and Allied Products Mfr. 





Reader of Metal Progress since 1930 


Graduated as a mechanical engineer In 
on the purchase of everything; selection 
of steels, iron, aluminum, bronzes, 
melting and heat treating furnaces, 


foundry equipment, and instruments. 


METALS ENGINEER 





WORKS MANAGER 
Small Tools and Gauge Mfr. 





Reader of Metal Progress since 1946 


Formerly Metallurgical Engineer, then 
Assistant Works Manager, now Works 
Manager. Because of engineering back- 
ground, continues to specify materials 
going into products. Decides on pro- 
duction equipment, including heat 
treating furnaces, grinders, abrasives 
and coolants. 





Metal Progress is edited for 20,000 Metals 
Engineering readers in small plants as well 
as large. It keeps them posted on the latest 


ways of producing, processing, fabricating 
and applying metals. You can reach these A publication of the 
men through Metal Progress—the magazine American Society for Metals 


for Metals Engineers. 7301 EUCLID AVENUE, CLEVELAND 3, OHIO 





Sell your product 


ae 


MARKING PENCIL 


SELLING THE 
GROCERY TRADE? 


Everyone in the grocery trade knows and 
uses Listo! Thousands of markets from 
super markets to small stores use Listo 
to price everything in their stock. Make 
their pricing time your selling time with 
Imprinted Listo Pencils 


OM Evenjthing 
SELLING THE 
HARDWARE FIELD? 


Listo writes on everything! Glass 


Ss 


metal, wood, paper, cellophane — to 
name a few. Hardware dealers de 

peod on Listo for marking all their 
merchandise. Give them the premium 
they Ih use Imprinted Listos! 


Whites om 
SELLING THE 
DRUG MARKET? 


Cosmetics, sundries and proprietaries are 
just a few of the many surtaces for 


a 


WRIGHT'S SILVER CREAM 
America’s Largest Selling Sitver Cieaner 


Listo’s clear, easy-to-read prices. bor less 
than 25¢ your sales message will be read 


1000 times a day for months, with 
Imprinted Listos! 


EXTRA HEAVY LEADS THAT 
WON'T BREAK OR FALL OUT \8 


Only Lis isthe f nted "Gril 
ty 
ge, heeft 


IN © COLORS 


BLACK GREEN BLUE 
BROWN RED YELLOW 


we wr wr rrr rrr rrr we 
LISTO PENCIIT CORPORATION 
Dept. 1.M., 19 Unron Street 
Alameda, California 
Gentlemen 
Please send me full details on how we can put 
listo Imprinted Mark 3 Pencils to work for us 
NAMI 
COMPANY 
ADDRESS 
CITY STATE 
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VY 


in Industrial Marketing 


Can humor in advertising 


help sell industrial goods? 


® yes, definitely. But it has to be 
good humor professional humo: 
There's 
effort at humor that falls flat on its 
face So 


nothing quite so grim as an 


unless you're absolutely 
sure you can create funny material 
youd better play safe and get pro- 
fessional assistance 

And if your humor is to be effec- 
tive, it must have a logical tie in 
with your product or your company 
Otherwise it will serve only to di- 
vert the reader’s attention from the 
ge the ad is supposed to 
deliver 


Needless to ay all 


humor all the time 


advertisers 
shouldn't use 
Too heavy a diet of even the fun- 
niest material would soon begin to 
get dull 
week diet of nothing but Bob Hope 


just as a seven-day-a- 
or Red Skelton would be too much 

But occasional, well done, high 
quality humor with a logical tie in 
can be quite effective, and will at 
tract high readership. People who 
read industrial advertising are the 
same people who enjoy Lewis and 
Martin on TV, Jack Benny on radio 
Ethel Merman on the stage, and 
Dennis the Menace in the newspa- 
pers they’re human people and 


their appreciation of something with 


a chuckle in it doesn’t disappear the 
minute they pick up a business pa- 
per or a direct mail piece 

The industrial advertiser might 
well take a tip from the country’s 
business paper editors, who are 
probably using three or four times 
more humor than they did ten years 
ago. Where a few years ago you 
seldom saw a cartoon in a business 
paper, today it is not at all uncom- 
mon to see five or six cartoons in a 
single issue 

Among the many, many publica- 
tions using humor, and cartoons in 


Bulletin 


editors have to 


particular, is Industrial 
Here’s what thei 
say on the subject 

“We never forget that production 
and engineering officials are human 
beings first and officials afterward 
That is why you'll always see car- 
toons a-plenty between the pages of 
serious reading in our publication.” 
| Editor’s Note We'd like to hear 
how you have used humor in indus- 


trial advertising. Include samples. | 


How to distribute technical 


literature at trade shows 


® IN RECENT YEARS the trend has 
been away from the practice of dis- 


tributing large quantities of printed 





When your sales 
literature is in CMC 


...1t’s bound 
to attract attention 


of specifying teams 


to your chemicals 
and raw materials. 


As the process industries’ working ency- 
clopedia on chemicals and raw materials, 
CMC attracts specifying teams to your 
products. They turn to Chemical Mate- 
rials Catalog as their only sourcebook of 
up-to-date facts on over 10,000 chemicals 
and raw materials. Quickly, confidentially, 
CMC gives them your complete product 
story—from chemical properties to struc- 
tural formulas. With such needed infor- 
mation at their fingertips, these specifiers 
who are inaccessible to your salesmen, 
immediately determine whether your 
products meet the need of their problem 
or project. As a result, inquiries are made 
which your sales representative can trans- 
late easily into orders. 


A continuing study provides 
striking evidence of CMC's vital 
function and wide use as a confidential 
specifying and buying reference. 
Ask your Reinhold Catalog 
representative to furnish you 
with all the facts and figures. 


CHEMICAL 


hm 


MATERIALS 


q° 


CATALOG 


and Directory 


of Producers 














YOU STILL 
HAVE TIME 
TO GET IN 
F YOU 
ACT NOW! 


For equipment, 
engineering services, 
materials of construction 








For Chemicals 
and Raw Materials 


Your surest, most economical 
means of placing and keeping 
your complete product story 
before specifying teams ia the 
chemical & process industries! 


When your product 
story is in CEC 





...you don’t miss out 
on “inside” specification 
conferences in 
over 13,000 process 
industries plants. 


Today, more than ever, it’s virtually im 
possible for your sales engineers to ap 
proach “inside” specifying teams in the 
process industries. Gates, guards and 
other defense measures, plus the normal 
screen of secrecy, work to keep your men 
outside. 

However, you can be sure of being repre 
sented at “inside” specification confer 
ences when Chemical Engineering Cata 
log is on your sales staff. This super 
salesman will tell your technical story 
fully to specifying teams in 13,000 Dun 
& Bradstreet company-rated plants 
Every day, for a full year, CEC stays close 
by specifiers responsible for the allocation 
of hundreds of millions of dollars an 
nually for new facilities, for plant main 
tenance, and for development and _ re 
search in the process industries. 


The 1953-54 edition of CEC is 
sure to be the most important volume 
in the 38 annual editions published 
to date. It is your chance to make 
sure of added sales during 


the year to come. 


CHEMICAL 


<~ 


ENGINEERING 


— 


CATALOG 


Reinhold Publishing Corporation 
330 West 42nd Street, New York 36, N. Y. 


CHICAGO * CLEVELAND * BUFFALO * DALLAS * SAN FRANCISCO * LOS ANGELES * SEATTLE * DENVER 





The professional man— 


the Chemist or Chemical Engineer 
—specifies and buys chemicals 
and processing equipment. 


The professional man— 

the Mechanical Engineer —speci- 
fies and buys the plant operating 
equipment. 


The professional man— 
the Civil Engineer—specifies and 
buys equipment and materials 
in the Engineered Construction 
Industry. 


And only Civil Engineering 
is read by all the 
professional ASCE members. 


me 
¥ wy 


fe ~ The Magazine of Engineered Construction 
\ | Published by 
“S| The American Society of Civil Engineers 


33 West 39th Street, New York 18, N. Y. 


material at trade shows. Such ma- 
terial is usually quite expensive, 
and unfortunately much of it ends 
up on the floor of the convention 
hall, or in the hotel room waste 
basket 

Most exhibitors, however, do have 
limited quantities of literature un- 
der cover for use by salesmen at 
their discretion. And scme may 
have a relatively inexpensive “all- 
purpose” brochure to distribute in 
large quantities 

3ut more and more industrial ad- 
vertisers are using the “we'll mail 
it to you” system. This not only 
saves money, but it also culls the 
“collectors” and curiosity seekers 
from those who are really interested 
in your product and it provides 
you with good names to add to your 
mailing list. 

One company which favors the 
“we'll mail it to you” system is the 
Hinde & Dauch Paper Co., San- 
dusky, O. Paul Meelfeld, the com- 
pany’s assistant vice-president, has 
added an interesting and efficient 
twist to the usual method of ob- 
taining the show visitor’s name and 
address. 

Mr. Meelfeld does not expect each 
visitor to laboriously write his name, 
company affiliation, address, title, 
ete., on a form or card provided for 
the purpose. Instead he has at 
hand, a box with a slit in the top. . 
and all the prospect has to do is to 


drop in one of his business cards 














TOTAL 


ADVERTISING 


PAGES: 


1952 — 1,873 
1951 — 1,702 


Kaiser Aluminum & Chem. Corp. 

Winslow Engr. Co. 

Irwin Friedman 

Standard Steel Corp. 

Alexander Film Co. 

Remington Arms Co. Ic. 

American Steel Foundry 

Athey Products Corp. 

Crosby Construction Co. 

Rust-Oleum Mfg. Co. 

Brunner & Lay, Inc. 

Buda Co. 

The Fahralloy Co. 

Deister Concentrator Co. 

McCarthy Improvement Co. 

Godfrey lL. Cabot, Inc. 

Magic Chem. Co. 

Turner & Hays Engr. Co, Inc. 

Gar Wood Industries, Inc 

lull Mfg. Co. 

Tracto-Lift Co. 

Carondelet Foundry Co. 

Standard Electric Mfg. Co. 

Air Devices, Inc. 

American Brake Shoe Co. 
(Brake Shoe & Castings Division) 

J. C, Berkwit & Co. 

Hudson Pulp & Paper Co. 

international Paper Co. 
(Bag pak Div.) 





NEW ADVERTISERS IN 


1952 ) 





Another year has been added to PIT AND QUARRY ’s consecutive 
years of advertising leadership — now 14 — thanks to the 

73 new* advertisers added in 1952, plus increased schedules from 
many long-time advertisers. That's a gain of 11% 

in advertising volume over 1951. 


Because the non-metallic mineral industries continue to grow in 
size and importance, more advertisers are stepping up their 

sales promotion effects to take full advantage of the lucrative 
opportunities in these three billion dollar industries. 

Selecting the best publication to reach the key men in buying positions 
is not difficult. PIT AND QUARRY offers the best measure 

of values — quality circulation, the right men in the right places, 
editorial service and high readership. That's why, year after year, 
more advertisers place more advertising in PIT AND QUARRY than 
in any comparable publication. 

Ask your nearest PIT AND QUARRY representative for full 
information about this magazine which carries by far the largest 
advertising volume in this field, and has for 14 consecutive years. 


“New advertisers — are those 


who advertised in 1952 but 
not in 1951. 


Ginst in the Gield 
First in Editorial Quality 

First in total pages of Editorial 
First in Quality Circulation 

First in Mail Subscriptions 

First in Advertising Volume 

First in Classified Advertising 


Knowles Assoc. 

Kraft Bag Corp. 

N. Y. & N. J. Lubricant Co. 
Tool Steel Gear & Pinion Co 
Champion Rivet Co. 

Eaton Mfg. Co. (Axle Div.) 
Owen Bucket Co. 

Davey Compressor Co. 
Marion Metal Product Co. 
Fate-Root-Heath-Co. 

Ok Clutch & Machinery Co. 
Forney, Inc. 

General Refractories Co. 
Hose Accessories Co. 

A. B. Farquhar Co. 

Varel Mfg. Co. 
Hayden-Friedman Co. 

Howe Scale Co. 
Va.-Carolina Chemical Corp. 
Hammond Bag & Paper Co. 
White Motor Co.—Sterling Div. 
Hover & Boecker 

Knighton Franchise Distr. Co. 
Francis Steam Generator Co. 
Prat-Daniel Corp. 

J. W. Appley & Son, Inc. 
The Waylite Co. 

F. E. Schindler & Co. 

M & M Engr. Corp 

Standard Dry Kiln Co 
Zeidler C. P. Machinery Co 
The Burns & Russell Co. 
Van Hoven Co. 

Arthur Rehberger & Son Inc 
A. C. Horm Co, Inc. 

J. W. Materials, Inc 
Mixermobiles Distr 
Pittsburgh Pre-Cast Co 
Shalite Corp. 

Memphis Eqpt. Co 

John Z. Miller Conc. Contr 
lL. Burmeister Co. 

Sperry Prods, Inc. 
Dupont—Cordina Div. 

R. C. Ried, Engr. 
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431 South Dearborn St., Chicago 5, Ill. 


Offices in NEW YORK + CLEVELAND + LOS ANGELES + SAN FRANCISCO + WHITTIER, CALIF. + SEATTLE - DALLAS +» DENVER 
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FT tea ts Sa 


B... up your franchised dealers! 
Point them out with dynamic, colorful 
PF decals! On windows, doors, store 
interiors, PF decals identify your 


dealers . . . help you cash in on the 
pulling power of your national adver- 


Wr. D. Cal, tne vr 


decal merchandiser, says: 


BUILD GOOD WILL 
AND SALES 

WITH PF 
DEALER-SERVICE 
DECALS! 


tising. Remember, every type of PF 
deca! — window decals, nameplate 
decals, product-decoration decals, 
decal valances — sticks to its job of 
turning impulses into sales! 


PF DECALS . . . your last link between advertising and the sale! 


ar 


art services, eee 


consultations 
and estimates 


without obligation 


Nome 
Firm 
Address 
City 


Please send me your Dept. IM2 ° 
FREE BOOKLET ‘‘DECAL-WAYS TO SALES!” 
with samples of PF decals. 


Zone State e 


PALM, FECHTELER & cO. 


220 WEST 42 STREET, 


NEW YORK 18 ®@ N. 


im 


Haire introduces new technique 
in business paper reporting 

@ CHICAGO Something new in the 
business publication world is the 


use of the “walkie-talkie” to cover 


a trade show 

Haire Publishing Co.’s Home Fur- 
nishings, New York, used the two- 
way radio device to cover the Fur- 
Editor Julien Elfen- 
bein heralded the event as a “first” 


niture Show 


in business publishing and demon- 
strated the technique at a meeting 
of the 


tions Association 


Chicago Business Publica- 


Taking the speaker’s rostrum, he 
announced that he would conduct a 
two-way radio interview with Law- 
rence B. Sizer, director of public 
relations, Marshall Field & Co., who 
was seated in the store’s executive 
offices. He 
tion’s portable walkie-talkie on the 


then set his publica- 
rostrum and carried on the inter- 
view as his audience of business 
publication publishers and salesmen 


watched and listened 


He cited the device as a forward 
step in business publication editorial 
techniques but warned that it is a 
mechanical aid that can be only as 


good as the editors who operate it 


Van Petten to get certificate 

as ‘industrial ad man of year’ 

8 CHICAGO A framed certificate 
will be presented to H. E. Van Pet- 
ten, advertising manager, Industrial 
& General Products Div., B. F 
Good) i¢ h Co > 
as “industrial ad man of the year” 
at a meeting of the Industrial Mar- 
keters of Cleveland Feb. 27 


Akron, honoring him 


Merle Kingman, managing editor 
of IM, will present the award to Mr 
Van Petten, who was selected for 
the honor by the Copy Chasers, 
IM’s anonymous critics of industrial 
COps 

Mr. Van Petten has been adver- 
tising manager of the industrial di- 
vision since 1929, and the campaign 
that won him the honor has been 
running for more than 15 years 
Kenneth W. Akers, president, Gris- 
wold-Eshleman Co 


figured in the development of the 


, Cleveland, who 


campaign through the years, will be 


a guest of honor at the meeting 





Steady growth in advertising volume is proof that a publication is 
serving its advertisers well. The list of advertisers in ACP regionals is 
the ‘‘Blue Book”’ of the construction equipment industry. All fields of 
equipment and materials are represented . . . and the leaders of 
every field use the pages of ACP magazines. 


TO THE 


CONSTRUCTION 
INDUSTRY 


An average of 175 consistent advertisers 
used 17,163 pages of ACP magazines to 
carry their message to the heart of the 
market. 


Advertising volume in Associated Construction Publications hit 
new heights last year. These figures are presented as proof that adver- 
tisers to the construction industry get their biggest dollar buy in ACPI 


The returns from these ads repaid the 
$1,898,842 investment they represented. 
Dealer faith in their regional construction 
paper is shown by the 3,724 pages that 
they ran to let the construction man know 
where to buy. 


For complete information on any or all 
the ACP publications, write to Gordon 
Anderson, Sec’y., 1022 Lumber Ex- 
change Bldg., Minneapolis l, Minn. 


*Figures compiled from publication rec- 
ords for one year ending June 30, 1952. 


EDITORIAL 


4,547 Job and Equipment Pic- 
tures; 1,067 pages of Literature 
Offerings, New Equipment, Deal- 
erand Manufacturer News; 2,180 
pages of Local Job Stories; 9,263 
pages of Bids Wanted and 
Awarded; 2,745 pages of Bid 
Advertising. 


PERSONNEL 


19 Editors; 62 Field Editors and 
Reporters; 47 News Editors; 237 
Correspondents; 38 Photograph- 
ers all trained to see and say 
the things in which construction 
men are interested —- experts in 
the history, methods and prob- 
lems of the market. 


CIRCULATION 


23,412 Contractors; 25,019 Pub- 
lic Officials; 1,627 Material Pro- 
ducers; 2,658 Engineers; 5,898 
Dealers, Salesmen, Operators, 
Schools and Miscellaneous Sub- 
scribers — all people who have 
an active part in the construction 


industry . . . people who buy! 





Construction Bulletin 
Minneapolis 1, Minn. 


Construction Digest 
Indianapolis 6, Ind, 


Constructioneer 


South Orange, N. J. 


Construction News Monthly 
Little Rock, Ark. 


Dixie Contractor 


Atlanta, Ga. 


Michigan Contractor & Builder 
etroit 26, Mich. 


Mid-West Contractor 
Kansas City, 13, Mo. 


Mississippi Walley Contractor 
St. Louis 6, Mo. 


New England Construction 
Boston 16, Mass. 


Southwest Builder & Contractor 
Los Angeles 25, Calif. 


Texas Contractor 
Dallas, Texas 


Western Builder 
Milwaukee 2, Wis. 





how to sell 


... OF millions of dollars worth 
of other materials and equipment 
for public works 


sell the public 
works engineers! 


In the whole varied range of construction 
and maintenance jobs... on highways or 
waterworks...in garbage removal or 
street lighting, sewerage or airport work 

. the technical man responsible for the 
job is responsible for the materials and 
equipment bought, too. That's why you 
can sell more of anything used in the big 
municipal-county market, if you sell in 
PUBLIC WORKS Magazine. It solves on- 
the-job problems...at the top engi- 
neering level. And it's the only magazine 
edited especially for public works engi- 
neering officials. 


Public Works 


THE ENGINEERING AUTHORITY 
IN THE CITY, COUNTY. STATE FIELD 


310 East 45th Street, N. Y.17 


from Washington 





New administration faces chore 


in study of anti-trust laws 


By Stanley E. Cohen 


® REVISION of the anti-trust laws 
looms as one of the most delicate 
problems facing the new national 
administration 

Republicans will not want to lend 
any substance to charges that they 
are partial to big business 

On the other hand, there is strong 
feeling that existing anti-trust laws 
are vague and often at cross pur- 
poses with themselves 

Since the adoption of the Sher- 
man Act in 1890, a number of addi- 
tional anti-trust statutes have been 
appended. The Robinson-Patman 
Act, passed at the height of the New 
Deal to protect “small business,” has 
led to endless litigation in an effort 
to uproot practices that are firmly 
established in many lines of trade 

Almost as soon as the new Con- 
gress assembled, a number of bills 
were submitted to modify the Rob- 
inson-Patman Act so that there can 
no longer be doubt of the legality 
of uniform delivered prices, or of 
price reductions which are made in 
good faith to meet the offer of a 
competito 

Legislation of this type passed the 
Slst Congress but was vetoed by 
President Truman There is un- 
doubtedly enough strength to put a 
delivered price bill through in short 
order at this time, but there is some 
feeling that the new administration 
will want to take a more cautious 
approach 

Even before the retirement of the 
Democrats, the Business Advisory 
Committee of the Department. of 
Commerce was calling for a_ thor- 
ough investigation of anti-trust 
statutes and procedure 

The committee told former Com- 


merce Secretary Charles Sawve 


that anti-trust theory should be re- 
considered, in the light of the exist- 
ing structure of industry. It also 
proposed that the Department of 
Justice take some of the mystery 
out of anti-trust litigation by con- 
sulting with business men before fil- 
ing suit, and by making serious ef- 
fort to help business avoid the ac- 
tions which lead to litigation. 

In all probability Congress itself 
will consider the need for basic 
changes in anti-trust policy. Mean- 
while Attorney General Herbert 
Brownell is picking through a file 
of 137 anti-trust cases inherited 
from his predecessors. Some of 
these cases are thick with dust. 

For example, the case against the 
cement institute and 89 manufac- 
turers charged with conspiracy to 
fix identical prices. This case was 
filed in 1945 
trial 


It has yet to come to 


Likewise, there’s a case involving 
Union Carbide & Carbon and four 
others charged with monopolization 
of vanadium oxide and ferrovana- 
dium, filed in 1948, and still await- 
ing trial 

And another involving General 
Electric, Westinghouse and 10 other 
incandescent lamp tmanufacturers 
which has been in process. since 
194] and is now up for decision 
in a federal district court 

Mr. Brownell will probably want 
to “wash out” some of the ancient 
and moot cases. Here again, how- 
ever, he will be walking on political 


ege shells 


No Zone Pricing? . . The anti- 
trust problem came into sharp focus 
just before inauguration day, when 
a divided Federal Trade Commis- 
sion issued an order which prohibits 


six big companies from using zone: 





HONS NE 


GREATEST CONCENTRATION OF 
BUYING POWER IN THE CHEMICAL 
AND PROCESS INDUSTRIES 


IXEC serves the two most important buying 
and specifying groups in the Chemical and 





Process Industries — 


The planning group of design, re- 
search and development who buy 
60% of all equipment and materials 





used in these industries. 


The production group who buy 40% 
of all equipment and materials (al- 





most entirely for replacement) in 





these industries. 


They’re single-minded in purpose when they 
read I&EC: to learn what’s happening in 
their important fields . . . and when they do, 
they'll read about your products. 


INDUSTRIAL AND ENGINEERING CHEMISTRY 

Workmagazine of the Chemical and Process Industries 

AN AMERICAN CHEMICAL SOCIETY PUBLICATION 

Advertising Management: REINHOLD PUBLISHING CORP. 
330 West 42nd Street, New York 36, N. Y. 


CHICAGO *¢ CLEVELAND © SAN FRANCISCO 
~*® LOS ANGELES * SEATTLE * DENVER * DALLAS 


Unit Process 
Symposium........270 


Trends in the Chemical 
Industry....... 


BBC scporls 











You win every way...in Pp 


In Progressive Architecture you can make more sales 
calls at less cost...and sell all the way—to every mem- 
ber of the architectural design and specification team. 


PROGRESSIVE ARCHITECTURE 





REINHOLD PUBLISHING CORPORATION 
330 West 42nd Street, New York 36, N. Y. 
WORLD'S LARGEST PUBLISHER OF ARCHITECTURAL BOOKS 





TO SERVE YOU BETTER... 


ae 
delivered prices in the sale of white woop war ntac 
, ie 


lead 
The commission took the position Cle asked! \NESTERN UNION to 


that the zone system enabled the 
firms to arrive at identical deliv- call 17,619 EXECUTIVES for US .-- 
ered prices, thereby depriving pur- 


chasers of any price advantage from to Verify our Circulation lists 


dealing with one or more sellers 











against another | 
Commissioner Lowell Mason j ERN “yo 
branded this a doctrine of “con- as WEST x | 
scious parallelism.” He contended ' LO N 
the commission should not have en- j UN 4 \ 


We. © MARSHALL, Peaewe~” 











joined the firms from using zone hie E ae rene 


pricing unless it should show defi- ices throughout 
PT SO é 4.105 Restore eA 17619 executives. 

The commission has also divided ® Western Union verified company name and 
on the right of Standard Oil of In- address by telephone. 
diana to give certain large Detroit @ Western Union verified 
jobbers unusually low prices for is title. : 
gasoline. In the final decision in a adhe tc number of plant ented. PN 
this 13-year old case, the commis-_ | and ® Determined locations of other tne ng 
sion ruled last month that Standard here's plants operated by company mt pp if 
Oil could not match the prices of | @ Obtained name of plant Superin a 
what we neither name or title was shown on 0 


card. 
tified by local Western 
tory prices. [e'Me @ Each card was cer y 


rator with signature. 
Commissioner Albert A. Carretta Union ope 


said the 8,009 page record shows 
that Standard had already lost three pica 


of its seven top Detroit accounts be- 


name of individual 


other bidders because these bidders 


were offering illegal and discrimina- 





Get the Complete As an advertiser ... you can be sure of the readers of WOOD 
es Story WORKING DIGEST. You can be sure they WANT this publica 
satisfied,” he said, “that there is on how Western tion with its powerful reader interest already proven by many 
Union and WOOD . ° zi ° 

nothing in this record which might \VORKING DIGEST independent readership surveys. Now more than 95% personal 
Stondurd ollaborated on ized, every copy of the DIGEST is directed to the right man, and 
re 1uge nation-wide every man is a logical prospect for your product or service. 
knew, or had reason to believe that —— king pro- WOOD WORKING DIGEST now reaches more plants more 
the competitors’ price that it was Send coupon be- new plants, offers deeper penetration of buying influences. Mod 

ern format is pocket-size easy to read and use. Carries more 


low for descrip- é tie : 
hive folder pages of advertising than the next 4 publications combined. 


fore it granted the discounts. “I am 
cause me to suspect that 


meeting was or might have been 


inlawful.” 


No Ghost in Sight . . The great 
ghost hanging over Republicans Just p bli h d 
these days is fear that history will u is e 
repeat, and that Republicans will 
I I ; 24-page Data File based on NIAA 
once again be in office at a time of Outline 
serious economic set-back. Latest market figures, government statistics 
If the economists know anything, ind publication data. Helps you determine 
. the sales potentials for your products in 
there is apparently no immediate the huge woodworking industry. Mail cou 
pon below for your copy of this Data File. 
need for fear on that score 
Department of Commerce experts 
and leading business economists are q| hi b f Id 
predicting that 1953 will be at least Mai f is coupon to get oth e) ers 
as good as 1952, and there are many 


signs that 1954 will be good, too WOOD WORKING 


Name 


Two surveys reported to Com- * 

merce Secretary Charles Sawyer 

just before he left office showed | ps] Firm 
that capital investment plans ol pastas Street 
American industry for the next (cea) : 
three years are surprisingly high A HITCHCOCK PUBLICATION 


A 2,000 company survey showed Wheaton, Illinois 


prospective 1953 investment pro- 


grams at $26.3 billion, only slightly \"\fele) p) WORKING DIGEST 


City 














... A STATEMENT 


THAT MUST BE SIGNED q\4 


by each of the members of the 
_—\ American Society of Mechanical Engineers 
who requests the forthcoming issue of 
The ASME MECHANICAL CATALOG 
and Directory. 


The ASME Mechanical Catalog and Directory is mailed 
only to members of the American Society of Mechanical 
Engineers who have signed the above statement. 


Each gives his firm name, and product or service; 
his title, the nature of his work; and checks his interest 


in some phase of his activity. 


And although 9 in 10 Catalog users renew their requests 
the following year, each must requisition it again 
when he gets his one and only notice. 


Such painstaking selection screens out dead wood and 
assures frequent use by more than 50,000 active specifiers 
and buyers. On an average, each Catalog is consulted 
by 3 to 5 users a total of 30 to 50 times a year. 


WHY DO SO MANY MECHANICAL ENGINEERS 
“NEED THE ASME CATALOG FOR PRODUCT INFORMATION ? 


Because it contains nearly 700 pages of buying information 
with an exclusive directory feature of 50,000 product 
listings. Even more helpful are specific catalog data covering 
some 3,000 products of more than 250 featured suppliers 


The ASME Catalog is more than needful to the 15,000 
users who request it. It is indispensable. And the Catalog’s 
selling value to suppliers is in direct proportion to the 
buying needs of these 15,000 closely screened 

mechanical engineers who select, specify and buy. 


Space orders for the 1954 issue, published next October, 
are due by June 1. Now is the time for planning. 

To assist you, request “Engineered Industrial Marketing,” 
a 4-page folder with full information. 


MECHANICAL CATALOG 


and Directory 


The American Society of Mechanical Engineers 
29 West 39th Street, New York 18, N. Y. 


below 1952’s $26.9 billion. A sec- 
ond survey of 84 large companies 
covering one-third of American 
business investments showed that 
even for 1954 and 1955 these leading 
companies are budgeting capital in- 
vestment at 85 and 80° respective- 
ly of 1952 volume 


Controls on What? . . Now that 
they are responsible for the results, 
Republicans are taking a careful 
look at the type of controls which 
should be exercised over basic ma- 
terials. Price control is on its last 
legs 

But priorities, in some form, will 
be retained for a limited number of 
items 

At the beginning of 1953, there 
were only 11 materials on Defense 
Production Administration’s ‘most 
critical” list, compared with 25 at 
the beginning of 1952. Ten of the 
most critical” were metals: titani- 
um, cobalt, columbium, molybde- 
num, nickel, tantalum, heavy cast- 
ings, weighing over 3,000 pounds, of 
gray iron, gray iron alloy and car- 
bon steel: nickel bearing stainless 
steel. The eleventh “most critical” 
item was diamond bort. 

Controlled materials plan may al- 
ready be in its final quarter so far 
as steel is concerned, for the nation 
is to have 31°, more steel this yeat 
for non-defense uses than it had in 
1952. The outlook for aluminum 
nd copper is less certain. At the 
moment it is well to assume. that 
these metals will remain under 


CMP at least thrcugh mid-yeat 


Decontrol for Steel? . . Steel in- 
dustry has been pushing for steel 
decontrol after March 31 While 
they agree that steel will be in bal- 
ance this spring, government peo- 
ple are inclined to feel that produc- 
tion control should continue through 
second quarte: 

Recently, the manufacturers of 
freight car components unburdened 
their fears. They said mills might 
shift to profitable types, like sheet 
and strip, leaving the consumer of 
other types, such as plate, in a des- 


perate plight 


Conserve U. S. Resources. . Late 
in March, the problem of diminish- 
ing natural resources will get a 
thorough examination at the White 





A Maclean-Hunter Publication 


Canetti at all-time high production, expanding, 
modernizing, developing and improving its techniques, 
the rock products industry is a prvse market for equip- 


Mpa esse 3 


ROCK PRODUCTS DOES 
MORE FOR ADVERTISERS 


@ Recognized Editorial Leadership 
e@ Editors Are All Qualified Engineers 


@ First in Quantity as Well as Quality 
of Editorial Material 


@ Only ALL-ABC Coverage of Rock 
Products Industries 


@ Has 3714 MORE* Average Total 
Paid Circulation and Read by 
3329 MORE®* Producer Subscribers 
Than Second sMagazine 


@ Highest Renewal Rate: 84.66% 


*Based on comparison of June 30, 
1952, ABC Publishers Statements 
of ROCK PRODUCTS and second 


magatine 


= the industry’s leading magazine. 
_ / audience, only one of its kind offered by any publica- 
* tion serving this field. 


A and BIG TOO is ROCK PRODUCTS, 


Look at this all-paid 


This audience was built by 


Service to Readers through OUTSTANDING EDITORIAL 
QUALITY. 


iy 
iy 


iY 
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Coverage of over 90% of the industry's piants 
Coverage of over 95% of the industry’s buying 
power 

Coverage of the authority-men, the men who have 
the power and influence to say ‘‘yes’’ or ‘‘no’’ in 
choice of equipment. 

Coverage BY INVITATION and PURCHASE, selected 
by the industry itself as the publication to sub- 
scribe to and pay for. 

An audience that shows its opinion of ROCK PROD- 
UCTS by making possible the high renewal rate of 
84.66% (shown on ABC Publishers Statement 
June 30, 1952). 

An audience that responds by sending thousands 
of product-information requests to ROCK PROD- 
UCTS for attention by ROCK PRODUCTS advertisers. 


PUBLICATION INFORMATION 


Write for your free copy of “ROCK PROD- 
UCTS Report to Readers", telling how ROCK 
PRODUCTS does more for advertisers as 
well as readers, and why this publication 
is the most potent, effective advertising 
medium in the field. 
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| get into FACTORY 


.. . because the Plant Operating Group 


is the toughest group for salesmen to see and sell. 


... and because FACTORY’s concentration 
on this group develops the penetration 


you need. 


PAC TORY 


MANAGEMENT AND MAINTENANCE 


A McGRAW-HILL PUBLICATION 
330 WEST 42nd STREET, N.Y. 3¢ 
ABC © ABI 


PRODUCTION CONTROL 
SUPERINTENDENT 


METHODS ENGINEER 











news 


of industrial sales and advertising 


Open world trade conference 


1,000 sales and advertising 
executives to attend sessions 
on analyses of markets 


More than 


executives 


8 CHICAGO 1,000 sales 


and advertising and 


magazine and business publication 
representatives are expected to at- 


1953 Chicago World Trade 
Feb. 17-18 at the Hotel 


tend the 
Conference 
Sherman 
The 
teenth in a 
Jointly 
Association of 
and the 


conference will be the six 
begun in 1935 
Chicago 
and In 
Managers 
trade 
dele 


and 


serie: 
sponsored by the 
Commerce 
dustry Export 
Club of 


conterences 


Wwol ld 
annually attract 
from throughout the U.S 


Chicago, the 


pates 
several foreign countries 

Market 
scheduled from Harold D 
president, Abbott 


ternational Co., 


analysis discussions are 
Arneson, 
Laboratories In- 
discuss 


who will 


LOCKS ¢ MATERIALS RAMBLING 


Progress see 
e 


& 


Progress . . 


30 /in justrial Marketing 


Latis Harris E. Swanbe: 


European 


America 
director general, 
Harveste1 (o:. 
Phillip M. McCullough 
International Automat 
East 


International Eu- 


rope vice- 
president 
Electric Corp., Far 
X. Kelly, executive vice-president 
Mississippi Shipping Co., Africa 
Russell Baker of Baker, McKen- 
zie, Hightower & Brainerd will dis- 
cuss the Western Hemisphere Trad- 


and 


and Harry 


ing Corporation Act manufac- 


turing in foreign countries unde) 
licensing arrangements 

John S. Coleman 
roughs Adding Machine Co. of De- 


the recent declar- 


president, Bur- 


troit, will discuss 
ation of policy on U.S. foreign trade 
and foreign aid by the Detroit 
Board of Commerce 

may be made at 
World Trade Conference 
Headquarters, One North LaSalle 


St., Chicago 2, Ill 


Registrations 


Chicago 


ht 2 
* By 


oe Ge ict 


Area, 


Tinh nes eres ASRS emernmemmas— 


Hard goods materials field 
to be conference subject 


@® NEW york .. The first clearing 
house of information ever attempted 
for the entire field of materials fo: 
hard goods manufacturing will take 
with 
15-19 


A three-day conference to discuss 


place here two concurrent 


events June 


the entire range of materials avail- 
able to manufacturers will be held 
at the Hotel Roosevelt, June 16-18, 
and will supplement the Exposition 
Materials for Industry at 
Grand Central Palace, June 15-19 
Heads _ of than 20 


companies have formed a board of 


ot 3asic 


more leading 


the show and confer- 
ence, Don G. Mitchell, presi- 
dent, Electric 
Buffalo, N. Y., acting as chairman 
25,000 different 


manutactur- 


sponsors fo1 
with 
Sylvania Products, 
There are some 
materials available to 
ers of hard goods, with 15,000 alloys 
in the metals field alone 

Theodore C. DuMond, editor, Ma- 
Methods, will be 
of the first 
topics will 


terials & general 


chairman conference 


Session include con- 


sideration of economic factors of 


new materials already developed 


and those in the research stage: 
product design with special empha- 
sis on the coordination of materials 
with production and design for ef- 
ficiency, sales appeal, cost and ma- 
chinery used 

More than 2,000 experts are ex- 
pected to be on hand at the com- 
bined exposition and conference to 
answer questions for an anticipated 
15,000 


tion 


visitors. Advance registra- 


cards may be obtained from 
Clapp & Poliak, exposition manage- 


ment, 341 Madison Ave., New York 


Novel approach to advertising 
pays off for Container Corp. 


8 CHICAGO Despite the fact they 
flaunt all the usual rules for attract- 
ing and influencing people, Contain- 
er Corporation of America’s Great 
Ideas of Western Man ads still rate 
high readership. For the fourth 
be carried in 


Ayer & Son, 


year, the series will 
1953 N. W. 


Container agency. 


through 


In the past year, Container Corp 
ads in this series have won an esti- 
usual 
readership, and individual ads have 


mated twice the average 
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“IEN TELLS ME WHAT TO DO IT WITH” 


When an IEN reader 
finds your product 
you have found 

a good prospect... 


because his firm is active, highly rated; 


because the nature of IEN’s service has 
automatically picked him for buying and 
specifying influence; 


above all because his purpose coincides with 
your purpose... better buymanship. 


When you are looking for new markets. 
IEN will find and sell them for as little 
as $150 a month, $1800 a year. 


Why 
62,000 buyers 
read IEN 


Find out the purpose of your 

reader and you’ll know his reaction 

to your message. The idea you 

want to plant in his mind is bound to be 
colored by what he is thinking when 


he sees your ad. 


62,000 buyers read IEN for 

one reason: buying information. 62,000 
buyers have nothing on their 

minds but what to do it with better, 


or for less. 


USE THIS COUPON FOR HELPFUL INFORMATION 


The six items listed below are available in our Media Data 
File folder—yours for the asking. This folder contains all the 
information you need to indicate how Industrial Equipment 
News can carry information on your products to all manu- 
facturing industries. 


4—Inquiry checking and 
analysis work sheet 


1—NIAA Report 
2—CCA Audit 
3—The IEN Plan (how to 5—Work sheet for new 
reach the men in industry product publicity 
who specify and buy) 6—Check chart for 
advertisement analysis 


Tare ltra tare) 
Equipment 


Industrial Equipment News The Original 
Thomas Publishing Company JEN 
461 8th Avenue, New York 1, N. Y. Founded 1933 


Send to 
Name 
{) | 
Company 
Address 


( ) complete media data file 
oritemno.1( )2( )3¢ )4¢ 








Specify and Use 
CAUTION 
MEYERCORD sian napiseit 


TIME WHILE CLUTCH IS ENGAGED 


DECALS to... we tae ores 











BEFORE LOADING 
Set Hot Water Tank 1 A 
in advance 


Set Washer Temperatur AUTOMOTIVE 
Vurn on Washer for ON ELECTRIC FUEL PUMP 


Investigate 7, ne Se 
. i e n f ! y ECLIPSE MACHINE DIVISION 
the Low Cost, High BENDIX AVIATION CORPORATION 


Speed Application = 
of these Durable All-Color, All-Surface Meyercord Decals ... 








Among the many new applications of decals for American industry is 
the tough Meyercord acid, chemical and weather resistant identifica- 
tion of dangerous chemical containers. Whether to comply with state 
requirements or to strengthen your voluntary safety program .. . if 
you process and ship dangerous chemicals, be sure to ask for full in- 
formation on this important feature. 


You know, of course, that Meyercord Decals have been adopted by 
cost-conscious manufacturers in thousands of industries . .. as name- 
plates, trademarks, instructions, markers, wiring diagrams, safety warn- 
ings and many other important applications. 


But “just any decal” won't do the job on “just any surface”. For 
today's rigid requirements Meyercord Decals are carefully laboratory- 
engineered to assure complete and perfect adhesion to any commercial 
surface or finish. Meyercord experience pays off every time. Write us 
for information on our technical consultation and designing services. 


Send for This Manual of MEYERCORD 
DECAL NAMEPLATES 


Shows hundreds of uses for durable, washable decal nameplates . 

as trademarks, instructions, charts or diagrams—in any size, colors, or 
design. Tells how Meyercord Decals can help you cut costs and speed 
production. This manual is FREE . . . request it on your business let- 


terhead, please. 


ADVERTISE THE MEYERCORD CO. 
IDENTIFY, DECORATE “ cs 
wit Unli Lrgest Decaleomaniia Manufacturers 


MEYERCORD DECALS 
DEPT. B-308, 5323 WEST LAKE STREET - CHICAGO 44, ILLINOIS 





FOR DETAILED INFORMATION ON 


84 INDUSTRIAL and TRADE MARKETS . . . 


SEE YOUR NEW 


1953 MARKET DATA & DIRECTORY NUMBER, 
INDUSTRIAL MARKETING 
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rated as high as second, fourth and 
fifth on complete readership 

Once a month, a quotation from 
one of the world’s great writers will 
be published, with full-color art, in 
Business Week, Fortune. Newsweek 
and Time 

Container executives point out 
that the Great Ideas series has been 
a factor since 1938 in_ increasing 
sales about 12 times, as well as at- 
tracting young and promising pack- 
age designers, engineers and sales- 
men to the company 

Ads from the series not only have 
been reprinted all over the world 
and used in touring exhibitions, but 
Container also receives an average 
of six requests a day for reprints of 


the entire Great Ideas series 


New York's “Palace” leased 
to federal agency 
@ NEW ‘ORK Industrial exhibi- 
tors accustomed to using New 
York’s famous Grand Central Pal- 
ace will have to look elsewhere for 
show space after October 

On November 1, the federal Bu- 


reau of Internal Revenue will con- 
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PUBLICATION OF THE AMERICAN SOCIETY OF TOOL GSE ENGINEERS 











Publication of The Americon Seciety ef Teel Engineers 
ASTE Building, 10700 Puritan Avenue, Detreit 21, Michigan 


A NEW HIGH IN RECOGNITION 
OF TOOL ENGINEERS 


The year just begun will see industry's Idea Men reach new 
heights in professional recognition—by both industry and 
advertisers. These men—the tool engineers—have been 
steadily growing in influence ever since the very beginning 
of mass production on the American scene. Today—through 
the professional efforts of the American Society of Tool 
Engineers and an unprecedented demand for the tool en- 
gineering function—tool engineers are regarded by indus- 
try everywhere as creative captains of the manufacturing 
team that is making America even greater. 


A NEW HIGH IN RECOGNITION 
OF THE TOOL ENGINEER 


Paralleling industry's rapidly growing recognition of tool 
engineers as professional men has been metalworking ad- 
vertisers’ recognition of these men as buying influences. In 
1952 more advertisers than ever before told their sales story 
directly to tool engineers—in their own publication. 


A tabulation by Industrial Marketing magazine of 
advertising volume for 1952 shows THE TOOL EN- 
GINEER leading all other monthly trade papers in 
percentage (61%) of advertising pages gained. 
Actual number of pages was 696, 


The advertisers represented by these gains know that no 
other group of men has as much influence in selecting and 
specifying their products as the tool engineers. From all 
indications, the year 1953 will see even more advertisers 
come to this realization between the covers of THE TOOL 
ENGINEER. 





solidate its widely scattered offices 
and take over the four exhibit floors 
of the Palace for office space 

The management of the Palace 
decided in favor of permanent oc- 
cupancy of the huge exhibition hall 
as a result of New York City plans 
to build a big coliseum in the Co- 
lumbus Circle area, it was reported 
The coliseum probably will not be 
ready until 1956. 

Meanwhile, the New York Con- 
vention & Visitors Bureau has 
leased Kingsbridge Armory in the 
Bronx for exhibitions and has 
booked two big shows . . National 
Hotel Exposition in November, and 
Institute of Radio Engineers in 
March, 1954. The armory has 180,- 
000 sq. ft. of floor space all on one 
level. The bureau also is attempt- 
ing to secure leases on other armor- 
ies, city piers and large garages in 
an attempt to house the 700 exhibi- 
tions held in New York each year 


Congratulations .. 


You have to be brilliant 
to be lazy .. or vice versa 
® NEW YORK It's the brilliant- 
lazy sales manager who gets the 
best results 

He's the fellow who's lazy ¢ nough 


to let his assistants carry the ball 


The Men Who Move the Goods 
are 524-a-year Subscribers 


to TRAFFIC WORLD 


66 For over 15 years I have been a continuous 

reader of Traffic World. It is an indispensable 

working tool for myself and my department, and ’ 

I don’t lose any time in perusing it every Monday Vernon R. Hudder 
morning and am no different from thousands of General Traffic Manager 
others engaged in transportation. My copy of sta 
Traffic World is passed throughout my department PI 0 5 
and into shipping, receiving, purchasing, and sales, 

and is read each week by 17 other people. We keep a current file of 
Traffic World for 3 years. Traffic World each week covers the news 
relating to all agencies of transportation, distribution, and freight han- 
dling with accurate and up-to-the-minute reporting. My department em- 
ploys all forms of transportation in securing our raw materials and ship- 
ping our finished goods totaling one hundred million pounds yearly. 99 


As a typical Trathe World subscriber, Mr. Hudder em Get Your Free Copies 
ploys all forms of transportation in securing raw ma 
terials and shipping of finished goods totaling one 
hundred million pounds yearly to all parts of the United 
States and exported through North Atlantic, Pacitic 
and Gulf ports, for Europe, the Far Fast, Central and 
South America as well as Canada and Mexico. 


Mr. Hudder’s evidence of readership is typical of 
America’s industrial traffic managers and that means 
advertising effectiveness. As a $24 a year publication 
with a renewal percentage of 9007 and circulation ABC, 
Trathic World carries more freight transportation ad a ipe 

vertising by far than any other publication, general = aie see sis 
magazine, or business paper. Detailed facts gladly sup 3 booklets contair 
plied on this dominant medium in transportation, distri sa ail da 

bution, and freight handling. 


Based on shipper 





TRAFFIC WORLD 


M4 
Published Weekly Since 1907 Thnwepne 


22 West Madison St., Chicago 2, Ill. 


253 Broadway 821 Market St 
New York 7, N.Y San Francisco 3, Calif 
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WANT TO KNOW 
WHAT SERVICES 
ARE OFFERED 

BY LEADING 
BUSINESS 
PUBLICATIONS ? 














MODERN 
RAILROADS 


SET A 


SO mat 
STEPPED 

uP 
RAILROAD 
READERSHIP 
TO A NEW 
HIGH — 
AND, BECAUSE 
MORE AND 
MORE 

KEY 
RAILROAD 
MEN 


BEGAN 
TO DEVOTE 


AILROADS 


MORE AND 
MORE 
ADVERTISERS 
SET A 

NEW 


FOR THE 
RAILROAD 
MARKET! 
FROM 
£111 PAGES 
IN 1946 
TO 
1539 PAGES 
Se earl 
IN 1952 





AILROADS 


201 N. WELLS STREET 
CHICAGO 6, ILLINOIS 
NEW YORK 17-441 Lexington Ave 


CLEVELAND 15-1154 Henne Bidg 
PASADENA 1-423 First Trust Bidg 








@ news 


while he is brilliantly indulging in 

creative thinking 
So says Morris I 

dent, the Personnel Institute, New 


York, who lists four types of sales 


Pickus, presi- 


manager brilliant-industriou 


brilliant-lazy, stupid-lazy and stu- 
pid-industrious 

Four out of five sales manager: 
fit into the stupid-industrious cate- 

says Mr. Pickus 

The Personnel Institute work 
with management in fields of human 
engineering management. de velop- 
ment and selection, training and su- 


pervision ol manpowel! 


M1 Picl i 


who apparently likes 
ve dangerously offered — hi 
ifications and beliefs at a meet- 
of the Sale Executives Club 


50°% of metalworking 


companies plan expansion in ‘53 


CLEVELANI Titty r cent oft 


1152 metalworking 


compante 
queried by Steel plan to expand ca- 
pacity in 1953 

About 2.6 of the expanding 
companies ill expand more than 
14.2", will expand up to 10 

2°, will expand from 10 
factors are noted as being 
partly responsible for the sustained 
boom: (1) about half the increases 
due to the defense program will be 
finished on Jan. 1, with the bulk 
winding up in 1953, (2) internally- 
derived funds of corporations are 
rising substantially Depreciation 
and amortization accruals are 140°; 
over the 1946 level of $4.3. billion 
and by 1955 are expected to reach 


$15 billion a year 


Agency holds clinics for staff, 
studies business paper content 


8 BOSTON Editorial matter in 
business publications will be one of 
the topics discussed in a 26-week 
series of creative clinics conducted 
by James Thomas Chirurg Co 
Although Chirurg has been con- 


ducting similar clinics since 1948 


this is the first time outside speakers 
have been invited One of the meet 
ings will be directed by the top ex- 


ecutive and managing 


leading business publication. 
Purposes of the clinics include: 
(1) to give a refresher course on 
psychological factors of readership, 
(2) to offer a broad view of adver- 
tising as applied to specific clients 
and (3) to keep abreast of new 
techniques and up to date on others 
Attendance is voluntary and aver- 
ages more than 90°) of copywriters 


and account heads 


American techniques. . 


Trend? 


adds U. S. pump to product line 


French manufacturer 


8 NEW YORK Pointing to a “def- 
inite trend on the part of European 
manufacturers to look toward 
American industry for complemen- 
tary additions to their line of in- 
dustrial equipment,” A. S. Marlow, 
Jr, president, Marlow Pumps, 
Ridgewood, N. J., cited the issuIng 
of a license to Pompes Guinard et 
Cie, St. Cloud, France, to make and 
distribute the Marlow pump 
Guinard makes a wide range of 
single and multiple stage turbine 
and gear pumps, and believes the 
addition of a proved, self-priming 
American centrifugal pump will im- 
prove its sales position in the agri- 
cultural, construction, and industrial 


fields 


Adman Henry Ewald, 67, 
dies of heart attack 
Henry T 
co-founder and president, Camp- 
bell-Ewald Co., died here Jan. 9 fol- 
lowing a heart attack 


M1 Ewald, who became adver- 


® DETROIT Ewald, 67, 





FIRST IN CIRCULATION 


World Oil is first in circu- 
» lation—15,500 paid ABC 
among oil producing men. And that 


circulation pays off in advertising 
results. 


Here is a specialized paper, edited 
for a specialized audience. This job- 
help magazine is first choice of execu- 
tives, producers, contractors, engineers, 
superintendents, foremen, geologists, 
purchasing agents and field workers. 
Remember that 937 of the men who 
buy or specify 98° of all oil field 
equipment read World Oil regularly. 


FIRST IN ADVERTISING VALUE 


Beam your sales message to the oil 
producing industry’s largest buying 
power audience. ‘To reach the billion- 
dollar-a-year oil equipment market, 
make World Oil your first advertising 


choice. 


SEND NOW FOR new 1953 World 
Oil Market Data Booklet. Latest infor- 
mation on how, where and what to sell 
to this tremendous market. Address 
P.O. Box 2608, Houston, Texas 


ALE 
in 
advertising 


in oil FIRST value 


producing in 
circulation editorial 
quality 


She Hold j Largest MANUS Scblishers 
GULF PUBLISHING COMPANY 


OFFICES: @ Houston (6), 3301 Buffalo Drive, LY-4301 @ New 
York (17), 250 Park Avenue, El Dorado 5-4012 @ Chicago (4), 
332 S. Michigan Avenue, Wabash 2-9330 @ Cieveland (19), 1010 
Euclid Avenue, Main 1-2550 @ Tulsa (3), Hunt Building, 3-1844 ¢ 
Los Angeles, W. W. Wilson Building, Huntington Park, Jefferson 
1219. 





HOW COME THIS 
“COOKIE-CUTTER” 
WORKS “NO HANDS” NOW? 


Hobbs Autotronic Die Press, 

which passes a die through the 
beam of a photo electric cell, 
travels the table to a pre-set point, 
brings down the head, completes 
the cut, returns the head 

and moves the table and die 

back to the operator. 


AUTOMATIC 
CYCLE CONTROL 


This paper blanking die press (the trade calls it a 
cookie-cutter) was an interesting engineering prob- 
lem...a wholly mechanical machine changed over 
to automatic operation. It was done with a photo- 
cell, limit switches and time-delay relays... trans- 
lating mechanical motions into electrical signals... 
governing three drive motors through electric clutch 
brakes. This once so-simple machine now slides a 
ream of paper in... positions it...die-cuts it... 
and slides out a pile of precisely cut envelopes. 

Engineers everywhere are probing into all as- 
pects of automatic cycling. More widely known 
are applications like the automatic clothes washer 
that washes, rinses and wrings...or the machine 
tool that works like a whole assembly line, doing 
a dozen precision operations in turn. The exciting 
news is that automatic cycle control is being applied 


THE ANSWER IS 


now to more and more electrically operated ma- 
chines, appliances and equipment. 

This is one of the liveliest areas of movement 
in industry today . . . sparking modernization . 
making production cheaper, quicker, safer .. . 
boosting sales. 

It's focusing more and more on the engineer 
as the key man in product designing ... and on 
ELECTRICAL MANUFACTURING as his source of ideas 
and information. ELECTRICAL MANUFACTURING not only 
shows the engineer and designer how a problem 
like the automatic cycling of the die press was 
solved ... but how to apply every new technique, 
idea or material that can lick the problems that 
are on his drawing board—or soon will be. 

ELECTRICAL MANUFACTURING makes automatic 
cycle control a major editorial topic because... 


IT'S AN Lfeciomechanica/ PROBLEM 





THIS STORY HAPPENED to be about automatic cycle control. It might 
have been about miniaturization... plastics embedment... or 
magnetic amplifiers. The end product might have been a milking 
machine or a textile loom...a cardiograph or a cotton comber. 
They all tell the same story .. . the growing importance of the 
engineer as the key to designing. In factories that had one engineer 
(if any) a few years ago, you'll find a whole staff working now. Where 
once they had simple techniques of motor drive to worry about, now 
they have a vast complex of electrical, electronic and mechanical 
operations to coordinate . . . and all the details of appearance design 
and materials specifications to think through in terms of performance 
and sales. Even in such a relatively simple machine as a die press, 
automation is adding new technical design engineering problems. 
This emphasizes the growing strength of ELECTRICAL MAN- 
is thee canal combat UFACTURING, the magazine that goes to the crux of the product 
station, where toble design problem. For the engineer who needs and uses it to solve 
distances, clutch torque his growing needs is the man who decides what materials, parts and 
piecing components are to be specified. He uses ELECTRICAL MANUFAC- 
adjustments cre made. : ia : ; ; a is Me 
TURING as his prime “shopping” source for product information, too. 
That’s why it’s so important to give your product facts 
clearly, fully and repeatedly . . . to the key engineers in all the plants 
that make over 1,900 different types of electrically operated prod- 
ucts. ELECTRICAL MANUFACTURING is the magazine that makes 
one dynamic market out of this whole broad field. 


The electrical control panel 


WHAT...HOW... WHY? 


Every issue of ELECTRICAL MANUFACTURING Covers a wide range 
of design and engineering problems In the current issue you'll find... 


| Cycle Control | How various types of push buttons and selector 
switches serve needs of automatic cycle control 

Motor Protection What factors determine type of protection 

to select for large a-c¢ motors 
Magnetic Cores How test circuit 1s used to plot maynetizauion 
curve for core materials 
Insulating Materials How to evaluate comparative shock 
resistance of insulating materials 
Thyratron Amplifiers How a remote control system was built around 
thyratron and magnetic amplifiers 


Electrical 
Manufacturing 


A 
THE GAGE PUBLISHING COMPANY  NiBIP 


1250 Sixth Avenue, New York 20,N. Y. + Publishers to Industry Since 1892 





DAILY Buying decisions are based on... 

DAILY Trade News and... 

DAILY Exposure to 

HELPFUL ADVERTISING 

Over 30,000 purchasing, management, and operating executives in 
the metal trades who believe in accurate timing read AMERICAN 
METAL MARKET five days each week. They make daily decisions. 
There’s no delay—they buy today! 

To sell today to the world’s most active industries, advertise in 
AMERICAN METAL MARKET, the only metal-trade publication 


geared to keep pace with the tempo of the times. 


Find Out Whey 


Ask for AMERIC AN METAI MARKET s unique story 


Why today’s metal, machinery, equipment buyers can't wait 


find out 


Why AMM carries a large number of exclusive advertisers and a greater volume 
of metals adverusing than the combined total of several weekly and monthly metal 
trade publications 

Why many leading companies have continued advertising in AMM for 10, 15, 
25 years and even longer 

Why AMM’s fully paid circulation has more than doubled in past 10 years 

ABC statement 9-30-52 shows 6 months avg. of 11,714 subscribers at $20. each per 
annum 

Why AMM is the fastest, most direct and most economical advertising contact 
between you and your metal-trades market 


YOUR SHORTEST, FASTEST ROUTE FROM FACT TO ACT 


AMERICAN METAL MARKET 


Since 1899 The Daily Newspaper of 
the Steel and Metal Industries 


18 Cliff Street New York 38, N.Y 


MARKET DATA & 
DIRECTORY NUMBER 


INDUSTRIAL 
MARKETING 


tising manager, Detroit & Cleveland 
Navigation Co., at the age of 20, 
joined forces five years later with 
Frank J. Campbell, then running 
the Campbell Advertising Service in 
Detroit, to start the Campbell- 
Ewald Co. on Feb. 7, 1911, with one 
account . . Hyatt Roller Bearing Co. 

which it still handles as a divi- 
sion of General Motors Corp. 

Since 1917 the agency has added 
such accounts as Hudson Motor Car 
Co., Delco, United Motors Service 
and United Motor Corp. Through 
the ’20s, the agency grew with a 
heavy emphasis on automotive ac- 
counts, and during the ‘30s Mr. 
Ewald was elected board chairman 
of the American Assn. of Advertis- 
ing Agencies 

Mr. Ewald was notably active in 
patriotic, charitable and civic pro- 
grams during World War II. 








MACHINERY 
gets in! 


WHERE YOUR SALESMEN CAN'T 


Buying power in the metalworking industry is highly con- 
centrated. For example, 13% of the plants account for fully 
79% of the purchases. 


Purchasing authority in each plant is also concentrated. 
Purchases are influenced by a group of engineering and 
manufacturing specialists, working closely together. Sales- 
men can’t get to them, as a group. Nor as individuals, be- 
cause most are inaccessible. 


But MACHINERY gets in! We deliver a personal copy into 





their hands by means of our Directed Distribution Plan. 


Here’s how Directed Distribution works: our continuing 
census in these plants shows us where the purchasing power 
is. When one of these men is not a subscriber to 
MACHINERY, we send it to him. In this way MACHINERY 


reaches the “inaccessibles”. 


Twice a year we ask these men, “Do you want to continue 
reading MACHINERY?” 95.4% request renewal. That 
means your advertising gets in, too! Twenty per cent of 
MACHINERY’s total circulation is Directed. 


As to MACHINERY’s Paid circulation—no club, no bulk 
subscriptions, no free premiums. Our salesmen concentrate 
on executives who do you the most good. MACHINERY’s 
authoritative editorial content keeps them sold. 


Both plans, Directed and Paid, team up to concentrate 
your advertising—right where the buying power is concen- 
trated. This means low cost per page...per sale. 





aay tema 


Advertising Men and 
Advertising Managers: 


YOU HAVE UNTIL MAY 31st 
TO WIN $1,000.00 


if you advertise to the technical, trade or industrial fields, you are eligible 
to try for The Industrial Press Advertising Program Award, sponsored by the 
National Industria! Advertisers Association. You need not be a member to 
enter. The Award is made for the best documented presentation to man- 
agement of an advertising and/or sales promotional plan or program 
(confidential figures need not be mentioned). For entry information, write 
to The Industrial Press, 148 Lafayette Street, New York 13, New York. 


MACHINERY 


Published by The Industrial Press 
148 Lafayette St., New York 13, N. Y. [CCA IN BP. 














METALWORKING’S 
MONTHLY MAGAZINE 
OF ENGINEERING 
and PRODUCTION 











In plants and offices the country over, 
Ceramic Bulletin is) considered a top 
source of current authoritative informa 
tion. Because articles in ©. B. are writ 
ten by outstanding ceramists in. every 
sexment of the market, each issue re 
ceives a thorough reading And in all 
offices, back issues of (¢ B. are carefully 
filed for re-reading and constant reference 


by all in authoritative positions 


Ceramic Bulletin is a business paper that 
is read, re-read and kept a magazine 


that stays on the yob month after month! 


Make it a pome to mclude Ceramic Bul 
letin in your advertising budget. Give 
your sales messape a chance t he seen 


time after time after time! 


eramic 
ulletin 
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CERAMIC BULLETIN 
*the American Ceramic Society Bulletin 
2525 North High Street 


Columbus 2 Ohio 
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A review, by business paper editors, of industry conditions 


that may influence industrial marketing procedures 


Fischer Black, Electrical World and R. W. Carson, Electrical Manufacturing 


® ESTIMATED peak loads on utility 
systems have been revised down- 
ward 

Instead of the previous industry 
estimates of a 10,000,000 kw in- 
crease in 1952, it was nearer 6,000,- 
000 kw. Another 5,000,000 growth 
is estimated for 1953 

The cutback in defense produc- 
tion, shortages of materials and the 
steel strike have reduced the 9,000,- 
000 kilowatts of generating capacity 
that had been scheduled to be added 
by electric utilities in 1952 to 6,- 
500,000 kw, and cut the 12,000,000 
kw planned for 1953 to 8,500,000 

The leveling off in load growth 
has been expected as a reaction to 
the unusual gains in 1951 and con- 
forms to earlier predictions of a re- 
turn to normal. The total expan- 
sion program of power utilities has 
been increased and extended a yea 
The installed capacity goal has been 
boosted from 32,000,000 kw for 1952 
54 to 42,000,000 kw for 1952-56 

This expansion will necessitate 
capital expenditures of $3.8 billion 
n 1952 and $4.3 billion in 1953 

Sales of energy to all customers 
have been decreasing in rate of 
growth. Residential and rural sales 
increased about 11.6 in 1952 and 
11 is estimated for 1953 com- 
pared to 15° in 1951. Small light 


and power will gain 7° in °52 and 


‘53 compared to 14% in ‘51 


light and power sales vary with in- 


Large 


dustrial production, but will be up 
about 4°) in 52 and '53 FISCHER 
BLACK, editor, Electrical World, New 


York 


New Products . . Developments in 
new electrical products during last 
year have been noteworthy in ap- 
pliances 

A few examples: The new Bendix 
combination washer and dryer, Ser- 
machine, portable 


vel’'s ice cube 


sewing machines that embroide: 
without attachments, new canister- 
mixers with 


type cleaners, hand 


big-mixer performance 
In another significant field, de- 


vices for facsimile reproduction 


have been applied to telegraph, 


half-tone production and colo sep- 
aration, and cutting stencils using 
photographic copy as originals 

Several trends are evident also in 
machine tools and production ma- 
chines through wider use of mag- 
netic amplifiers and servo systems 
to build more skill and automaticity 
into the machine. New develop- 
ments in electronic components and 
circuits are leading to faster, more 
precise control functions in indus- 
trial equipment 

There is also a greatly increased 
emphasis on instrumentation as an 
aid to product development R. W 
CARSON, managing editor, Electrical 
Manufacturing, New York 








THE PURCHASING DIRECTORY 


Industrial Buyers Reach for 


... but will a directory of such 

a convenient size give them the in- 

formation they seek? The answer is an em- 
phatic ... YES! 

The question is often asked, ““How is it 
possible for the CONOVER-MAST PURCHASING 
DIRECTORY to be equal in comprehensiveness 
toa much larger, thicker, heavier, poly-volume 
directory?” That question can be answered 
with FACTS—and here they are: 


1. C-MPD is wholly an INDUSTRIAL buying 
guide. Non-industrial listings are rigidly 
excluded! 


You can’t measure its value with a ruler 


2. C-MPD’s ingenious, modern indexing sys- 
tem is a real space saver. THERE IS NO 
DUPLICATION OF LISTINGS.  A// the listings 
and all the advertisements of a given prod- 
uct appear in just one place—under the 


product’s primary name. 


This spells greater convenience for the indus- 
trial buyer— greatereconomy fortheadvertiser. 

Take a look at the chart below. It proves 
that more industrial buyers (all with tested 
buying power) reach for the CONOVER-MAST 
PURCHASING DIRECTORY than for any other 
directory. 





WRITE, WITHOUT OBLIGATION, TODAY—LEARN WHAT IT CAN DO FOR YOU 


CONOVER-MAST PURCHASING DIRECTORY GIVES 
YOU 69% MORE MANUFACTURING CIRCULATION 
THAN THE NEXT DIRECTORY 


Conover-Mast 
PURCHASING DIRECTORY 


737 NORTH MICHIGAN AVENUE, CHICAGO 11], ILL. 


Total Circulation 
MPN ' ? 25,011 CCA 
CMPD 22,159 2, ; 
Sisceal Dec. 195] 
THOMAS’ | os : 19,943 ABC 
6.257 
REGISTER aso 6.57 _| Dec. 1951 
BRANCH OFFICES 
NEW YORK . (om © an a) . Los (on ae ae MANUFACTURING CIRCULATION fii ALL oTHeR[ | 


CONSULT YOUR ADVERTISING AGENCY 
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In Materials & Methods 


... more editorial pages on 
materials, shapes and finishes 


... more advertising, too 


.. for the biggest audience 
of materials engineering men. 

















By Alan A. Fisher 


A handful of production men found that 
they had to become salesmen, too, if 
they wanted to survive. Theirs was a 
small company, but their strategy and 
efforts . including small space ads in 
business publications . . have built nation 


al distribution and a growing business. 





® THE MARKETING STORY of our com- 


pany hinges on our method of 
building national distribution for a 
small metal-working company. The 
company, like thousands of others, 
was a war baby (of World War II) 

devoted entirely to war produc- 


tion in a local area and had to 


ANY SIZE? Zes, sex/ 


Your special size may be standard 

with us, Whatever the size, if it’s 

an ACE DRILL BUSHING you can 

depend on highest quality, manu- 

facturing,precision and prompt de- 

livery. For the best . Always 
Specify Ace! 


ACE DRILL BUSHING CO., INC. 


5407 Fountoin Ave Dept. 110!-4 Los Angeles 29 


To the point.. 


find new markets when the wai 
ended 

We worked out a method that en- 
abled us not only to survive, but to 
grow from an unknown local com- 
pany into a growing national on: 
The times have changed since 1946 
but the method is still valid 

We had started in 1942, making 
drill jig and other bushings, which 
were distributed by a_ half-dozen 
local distributors to the teeming 
war plants of the Los Angeles area 
Nearly everything we made was fo1 
military production, but we had no 
direct markets in aircraft factories, 
other metal 


ship yards or using 


outlets 


J 


Want te be wre? Then. 

ACE Drill Bushings Ovr |b 
controlied inventory meens we 
can often meet your special 
needs from our stock shelves 


laraer 
Stocks: | Esse 
Faster | Sess 
Service- 


MORE REASONS TO 
SPECIFY ACE 


BUSHING 
CO., INC 


5407 Fountain Ave. 
Los Angeles 29 


ACEpru | “5 
? 





February * 1953 


Industrial Marketing 


At war's end our market dis 
appeared. We were small, regional, 
unknown Our war outlets took 
on other lines. In a matter of days 
we shrank from an organization of 
10) people to five department heads 

The survivors had been on our 
advisory committee. From the first, 
while this was a privately owned 
business, and still is, we put our 
problems up to the committee, and 
based decisions on its findings. So 
the committee went into a session, 
and developed this method 

We needed customers first of all 
It was decided that we would look 
for 100 customers among metal- 


working companies of the kind that 


Can't blome the little fellow! 
Even the best of us ore somer 
times contused by the many 
symbols ordinary weed for 
theusands of ASA Standard 


(ontusin 
but not | Sm 
Amusing 


And the wey te get your mew, 
frwe ACE catolag is to write 
for Cotaleg 

1101-6 


ACE brit 
BUSHING 

CO., INC ; 
5407 Fountain Ave. 
os Angeles 29 
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2. Customer .. 





shee) with enwrumceniente 
WLS and WHO. In alt Ausuo advertining we 
say “See Your Tractor Desker tor « demeansirs 
hoe or larther satan 


Are you promating your wacter modely thet 
ements > Forty 


peices a 
Ausco Lambert Duabie-lnse Weekes end 
wtehees make for Fasanee Kes meng 


Tractor brake manufacturer hikes sales 


$6,000,000 in farm drive 


By Bert Enos 


Tractor manufacturers were offering stiff 
buyers’ resistance to Auto Specialties Mfg. 
Co.'s Ausco Lambert brakes. The brakes 
were standard equipment on only a small 
To break down the 
resistance, Auto Specialties reverted to 


number of tractors. 


some reverse-English and went after the 


end-customer the farmer. The results 
have prompted the company to continue 
its two-year-old campaign .. with a new 


twist and a new market. 





® A DIFFICULT industrial marketing 
problem has been solved with im- 
pressive results by Auto Specialties 
Mfg. Co., St. Joseph, Mich., through 
its use of what is primarily a con- 
sumer medium farm papers in 
combination with business publica- 
tions 

The company, which does an an- 
nual volume of $50,000,000 and has 


been in business some 35 years, is 


an important manufacturer of parts 
for the automotive business 

One of its products is the Ausco 
Lambert Double-Disc tractor brake 

originally a small production item 
that won increasing favor in the 
farm equipment field 

Formerly sold by company sales- 
men direct to manufacturers with- 
out any advertising, the brake in 14 
years time had become standard 
equipment on 20 models of low pro- 
duction tractors like the Case “90”, 
the Oliver “99” and a few of Inter- 
national Harvester’s orchard models 

The company’s problem was_ to 
increase sales of the brake to trac- 
tor manufacturers, many of whom 
agreed the brake was a big “plus,” 
but who feared its necessarily high- 
er cost would price their tractors 
out of the market 

The sales idea adopted by the 


company to solve the problem went 
something like this: let consumer 
advertising create an advance de- 
mand for the Ausco Lambert brakes 

a demand so well-defined and 
clear-cut that tractor manufacturers 
will be persuaded to install them as 
standard equipment. 

A campaign using farm papers, 
business publications, radio and di- 
rect mail was submitted by the 
Van Auken, 
Ragland & Stevens, Chicago, which 


company’s agency, 
originated the sales idea. The cam- 
paign was approved by President 
James W. Tiscornia of Auto Spe- 
cialties, Sales Manager S. H. Paul 
and Advertising Manager Arthur W 
Schultz, and was started Feb. 19, 
1951. 

Sighting the area with the high- 
est tractor population in the U. S., 


the publication and radio campaigns 





AUTO SPECIALTIES MFG. COMPANY 


3. New Phase .. Mc 


were aimed primarily at the heart 
of the Middle West, taking in Illi- 
nois, Indiana, Iowa and the south- 
ern parts of Wisconsin, Michigan 
and Minnesota. 

Full-page, two-color ads were 
run once a month for 24 months in 


Wallaces’ 


semi-monthly farm pa- 


Prairie Farmer and 
Farmer, 
pers Copy featured lower costs 
tractors 
Each ad 
also featured an easily-recognized 
symbol that identified the brake 


and easier operation of 


equipped with the brake 


At the same time, spot announce- 
ments were carried three times a 
day, five days a week, on radio sta- 
tions WLS, Chicago, and WHO, Des 
Moines 
morning, noon and evening on the 
theory that the farmer would be in 
the house and hear the announce- 


(The spots were carried 


ment at least one of these times 
each day.) 

Two-color spreads were run in 
two trade publications Farm 
Equipment News and Implement & 
Tractor. These ads featured re- 
prints of the farm paper ads on one 
page and on the facing page a mes- 
sage directed to dealers and using 
the now-familiar “easier” theme 
“Your Sales Come Easier.” 

Professional and educational lead- 
ers and youth . . all with strong 


positions in the agricultural indus- 


NOW READY 
FOR cz 


AND TRucK. 


ae, 
-- Ausco Lambert Self-F nergized 


DOUBLE-pisc BRAKES 


wy .. were reached through Agri- 
cultural Leaders’ Digest maga- 
zine which goes primarily to county 
agents and vocational agriculture 
teachers, and incidentally to youth 
groups like Future Farmers of 
America and the 4-H 

A mail campaign was directed to 
some 14,000 tractor dealers through- 
out the U.S. The campaign in- 
cluded a circulai “What Every 
Farmer Should Know 
Ausco Lambert Double-Dise Trac- 
tor Brakes” 
ter from Mr 
which said in part, “We want to 


about 


with a covering let- 


Paul, sales manager, 


keep you informed about what we 
are telling your customers so you 
can answer their questions when 
they come in.’ 

The direct mail also included a 
blow-up of one of the farm paper 
ads for wall or window use, a three- 
foot streamer for display purposes, 
and a return postal card for re- 
quests for additional circulars. 

The direct mail campaign brought 
requests for an additional 25,000 
circulars, and even though all the 
tractor dealers who received the di- 
rect mail material did not handle 
Ausco 


those who didn’t would hand the 


brakes, the agency knew 


material to their regional repre- 
sentatives of the tractor manufac- 


turers 


The consumer impetus brought 
results 

By last April 19, after 14 months 
of the campaign, Ausco brakes were 
standard equipment on 46 tractor 
models and business had increased 
by $3,500,000 

As of today, Ausco brakes are 
standard equipment on 55 models 
of tractors made by 11 manufac- 
turers International Harvester 
Oliver Deere, Allis- 
Chalmers, Massey-Harris, Minneap 
olis-Moline, J. I Farmers 
Union, LeRoy Co., R. H. Sheppard 
Co. and Huber Co. Business has 
Auto Specialties by 


Corp., John 


Case, 


increased for 
$6,000,000 
Meanwhile, in} 
opening gun in a campaign to ex- 
tend the 


December the 
consumer demand for 
Ausco brakes to the ‘automotive 
field was fired by the agency 

It is an attractive, 8%xl1l1”, 14- 
page booklet entitled, “The Stop 
ping Story,” an illustrated account 
of the history and development of 
brakes from horse-and-buggy days 
down to the present 

More than 88,000 booklets were 
mailed to car and tractor dealers 
(25°, of tractor dealers also are cat 
dealers and 30°, also are truck deal 
ers), automotive editors of news- 
papers and magazines, automotive 


jobbers, chambers of commerce 
safety councils, traffic officials and 
organizations like the American 
Automobile Association 

The direct mail campaign is be 
ing supported, as the earlier cam- 
paign, with farm radio, farm paper 
and business paper advertising 


After all, 


farmers are the biggest owners of 


reasons the agency, 
cars and trucks, are more mechan- 
ical-minded than most people, al- 
Ausco brakes 


through their use of tractors, and 


ready know about 
are a vocal segment of the popula- 
tion with a sizeable share of the 
consumer dollar to spend 

The campaign to create consumer 
demand for a modified Ausco Lam 
bert brake as standard equipment 
on cars and trucks is barely unde 
way . 

tesults thus far may indicate fu- 
The main office 
of Auto Specialties at St 
Mich.., 
copies of “The Stopping Story” at 
the rate of 1,000 each week 


ture developments 
Joseph, 


now is receiving requests for 








New packing technique HALTS RUST DAMAGE 
e+. cuts packing costs as much as 60% 
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How publication advertising methods 


can help your show exhibits 


By Adkins Lowell 


Whether the methods developed for one ® THE EXHIBIT audience is unique tion of your exhibits to industry, a 
advertising medium can be applied to among all advertising audiences in platform of “let ‘em take it away” 
other media may be. in part, controversial. the trouble, trials, and expense to is compounded of (1) imagination, 
But the possibility of such application is which it voluntarily subjects itself (2) meticulous planning, (3) care- 
important. Herein are some new, thought in an effort to learn about and to ful control of traffic flow, so that 
xrovoking suggestions for applying specif 
' vue a be sold .. your products always you are guiding the custom- 
ic techniques in the preparation of busi 2 fl 
And because that is true, it seems er through a logical sequence of 


ness publication ads to the preparation of 


» thi ( i » é r- g , ate ac é »~ - 
sa iii, Alicia cea: sail ies as to me that you have an over-riding demonstrated facts that lead ulti 


that follows it on succeeding pages are obligation to make this effort and mately to the very logical sugges- 
condensations of major addresses at the expense a worthwhile investment tion that he buy and (4) the prin- 
annual trade show clinic of the Exhibitors for your customers and_ prospects ciples of concentrating on the selfish 


Advisory Council. In the design and intelligent opera- interests of you, Mr. Buyer The 
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word “you” is the most important 
word in the advertising language. 
It appears less often in exhibit dis- 
plays than in any other accepted 
advertising medium. 

Of all advertising media, I would 
flatly suggest that exhibit tech- 
niques and planning have lagged 
behind all 


velopment. 


others in saleswise de- 
Whereas the 


productive 


clean, 
informative, 
advertising of 


colorful, 
magazine 
vastly improved over its predecessor 
of 18 years ago, I see a marked, and 
may I say often dreary, similarity 
between the exhibit techniques of 
1952 and those of 1934, when I first 
represented an employer at an in- 
dustrial exposition. Same-type 
backgrounds, same materials, same 
fiashing lights, the same absence 
of the “you approach” in the copy 
that adorns exhibit backdrops. 
Perhaps I can best explain what 
. and offer some construc- 
if I compare 
exhibit 


today is 


I mean . 
tive suggestions 
your problems _ in design 
with those encountered, and today 
so well handled, in business publi- 
cation advertising. 

A first basic element in a good 
business publication ad is its layout 
The layout first attracts the reader's 
eye, and establishes the ad’s char- 
acter and appeal. 

All media research shows that the 
big, well-balanced, colorful layout 
has the greatest ability to attract 
readers and particularly so if it 
features a big illustration: the big- 
ger the illustration the better. 

In a two-year study of advertis- 
completed several 
often confirmed 


ing readership 


ago, 
since, it was shown that both large 


years and 
space units and color impressively 
increased the readership of maga- 
zine advertising. Of even more im- 
portance, however, is the fact that 
readership is increased much faster 
than the additional cost involved in 
the use of big space units and color 

The general design of an industrial 
display corresponds to an advertis- 
It first attracts the eye, 
character of 


ing layout. 
establishes the 
The bigger it is, and 
better 


and 
your exhibit. 
the more colorful it is, the 
job it will do for you. And when 
you use illustrations in its design, 
keep them just as big as possible 
It is much better for you, I think, 
big photograph 


one really 


to use 





of your product than 20 small ones 
that no one can see from the aisle of 

Never let 
Give it guts 


a convention hall your 
display be bland. 
Recently, I am glad to say, some 
research has been done in the field, 
and its results are reported in IN- 
DUSTRIAL MARKETING (IM, Nov., p 
60). The study, conducted and re- 
ported by the exhibits coordinator 
of Addressograph-Multigraph Corp., 
plotted the results 
achieved by 
office equipment manufacturers at 
the National Office Management 
Exposition in San Francisco. 

I would like to point out the strik- 
ing similarity between the results 
of this survey, and the results we 
have found in researching the read- 
ership of magazine advertising. Big 
ads, we have said, draw more read- 
So, appar- 


measurable 
the displays of nine 


ers per dollar invested. 
ently, do big exhibits, and I quote 
from the INDUSTRIAL MARKETING re- 
port: 

“As one might expect, the larger 
booths attracted the visitors 
But an interesting point is that the 
larger your booth the more visitors 


most 


you get per square foot of space . 
or, put another way, the less space 
you are having to buy per visitor.” 

The evidence is clear, I think, that 
in exhibits, as in most things, you 
get what you pay for, and are apt 
to get the most value per dollar 
when you spend the most 

The 
good magazine ad is its headline 
which is the place in which, in big, 
bold letters, you give a prospect an 
why he should 


second basic element of a 


important reason 
stop and find out more about your 
from the detailed 
The headline is the 


chance to say 


product copy 
which follows. 
advertiser’s first 
something important about his 
product in terms of you, Mr. Buyer 
No advertising copywriter is worth 
his salt who doesn’t know how to 
write a headline that stops a reader 
out of his personal interest in what 
the headline says 
in exhibit displays, your headline 
opportunities run all across the top 
of your background. Here, in let- 
ters 12 or more inches tall, you have 
the opportunity to say something 
really important about your product 
and in the specific terms of a 


interests 


customer's selfish 


All too 


often, however, this in- 





valuable space carries nothing but 
your company. More 
often than not, this space says sim- 
ply: “The Glotz Gear Works” 
and the prospective customers say, 
“So what?” 
Let me cite a few headlines from 
Machinist: 


the name of 


recent ads in American 


“Why your machinery and motors 
last longer with Link-Belt fluid 
drive” “500 pieces for the cost of 
100” “If your problem is here, 


Allis-Chalmers can help you.” 
Those headlines sell and make 


know more. I 


the reader want to 
suggest strongly that you consider 
the importance of headlines in your 
headlines that sell some- 


company 


exhibits 
thing other than your 
name headlines that make show 
visitors want to know 
your product while they are still 
100 feet down the aisle . . headlines 


that have so much “you” value in 


more about 


them in such big and prominent 
letters 
pass “The Glotz Gear Works” by in 


favor of spending more time with 


that the show visitor will 


you 

The third basic element of pub- 
lication advertising is copy and 
all research that long, in- 


formative copy is much better read 


proves 


than short copy which says little. 
Business men read business publi- 


cations for information 


Say It All . . Business men also 
come to industrial shows for infor- 
mation. The “long copy” angle of 
your exhibit designing is to make 
every square foot of display space 
count in the dissemination of infor- 
Make 


sure you say everything good about 


mation about your products 


your product that there is to say 


and wherever possible, say it in 
writing 


in signs on your counters, in plac- 


in captions to illustrations, 


ards attached to your machines, in 
catalogs and bulletins mounted for 
easy study and reference. Remember 
that 
get by you before one of your rep- 


many a visitor will otherwise 


resentatives has an opportunity to 
tell him personally about your prod- 
uct Give the visitor, therefore 
enough to read about your product 
that he should 


insist on talking 


to persuade him 


stick around and 


to one of your representatives 


When 
that 


together an exhibit 


this for 
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will do you you ve 
























Contsonnes Fully, Astomatn AIR 


Before .. 


Ten ways for admen to benefit 


indirectly from trade shows 


By Gene Wedereit 


It's surprising how many things an adver 
tising manager can get out of a trade 
show exhibit in addition to what you 
would expect him to get. But he won't get 
them unless he knows what they are and 
goes after them. What they are is out 
lined in this condensation of an address 
by the president of the National Industrial 
a veteran ad 
at the Ex 


hibitors Advisory Council's annual trade 


Advertisers Association 


manager and show exhibitor . . 


show clinic 





® wat MAKES football big? Thou 
sands of single incidents, thousand 
of individual close calls, thousand: 
of Red Granges all over the countrys 
whose day (on any particular Sat 
urday) will go down in history 
fumbles or fame 


Single incidents are 


make baseball big or horse racing 
or U.S. Steel or E. I. Du Pont 
or the shew exhibit business 
When you look at show exhibiting 
that way, narrowed down to the 
problems facing an individual, it be- 
comes a lot less formidable and a 
lot more understandable to those of 
us who come into contact with ex- 
hibits on an occasional basis. And 
the entire exhibit business is de- 
pendent upon, or at least made up 
of, many more “oceasionals” than 
“regulars” whose total time is de- 
voted to this phase of advertising 
For oul company, space in any 
one show isn't big, but we have 
about ten shows a year and it seems 
as though we always have at least 
one new application to present to 


some new industry That means a 


new show. That means all the ques- 
tions about its value 

What is the value for us in a case 
like this? One big value often over- 
looked by advertisers in similar sit- 
uations is demonstrated by the fol- 
lowing incident 

Four years ago conditions per- 
taining to the use of one of out 
products in the dairy industry was 
such that the vice-president in 
charge of the division that made 
this product was somewhat reluc- 
tant to continue our space in a par- 
ticular exposition. Understandably 
so. One item which had been sell- 
ing to this industry had just about 
saturated the market and some oth- 
ers that were new to the industry 
were not quite far enough along to 
be placed on exhibition 

At the same time one of our top 
engineers had an idea that he had 
been working on applicable to the 
dairy industry if enough interest 
could be developed for its use. The 
vice-president agreed to continue 
the space and a framed wash draw- 
ing of the engineer's idea was placed 
in the booth. It attracted consider- 
able attention. Enough so that ap- 
proval was granted for the manu- 
facture of one of these $60,000 units 

It was built, sold, and it’s in op- 
eration today This year a_ scale 


model of that plece of equipment 








Advance Promotion. . 


was made the center of attraction of 
our booth and several sales have re- 
sulted from contacts made. I have 
the word of the vice-president and 
the engineer that the unit would 
never have been made a part of out 
line if we hadn’t put it in that first 
show .. and if we hadn't had the 
response, of course. 

Where else but at an industry 
show could a manufacturer test per- 
sonal reaction to a new idea or de- 
velopment on a mass basis and in a 
limited period of time. There is no 
media substitute for this objective 


Set Objective .. To reach this ob- 
jective, or any objective, what broad 
philosophy or method should the 
advertiser or advertising manager 
use in his approach to exhibit de- 
sign? 

The advertising manager who 
doesn’t carefully outline the objec- 
tives to be accomplished with a dis- 
play and then analyze each item to 
be sure that they all help in the 
achievement of that goal, is as re- 
miss in his responsibility as if he 
were to buy TV space because he 
likes to watch it. With all the ex- 
pert help available in the person of 
display houses adequately staffed to 
provide design, engineering, and con- 
struction applying the finest modern 


thinking and materials, there is no 


COLD ROOM 


CONTINUOUS CONVEYOR SYSTEM 
FOR HARDENING ICE CREAM 


ECONOMIES 


HOW IT WORKS 








reason in the world for any poorly 
planned exhibit unit 

Just before beginning work on an 
exhibit, the ad manager should 
project himself into a prospective 
customer's point of view get into 
take an 


imaginary walk down the aisle in 


the other fellow’s shoes 


front of the space his exhibit is go- 
ing to occupy and try, if possible, 
to follow the thought expressed in 
the so applicable lines of Robert 


Burns 


To an advertising manager, an in- 
dustry show provides opportunities 
to get answers to many questions 
that are not directly related to sale 
at the show or even as a conse- 
quence of the show. Let me give 
indirect show 


you ten points of 


value to an advertising man 


1, He Can 


quainted with sales and sales man 


become better  ac- 
agement personnel of his own com 


pany under favorable conditions 


2. He can get to be friendly and 
spend some productive time with 
members of the technical staff of his 


company who attend the show 


3. He can observe personal sales 
approach and procedure of the top- 


notch salesmen in his organization 


4. He can see exactly how adver- 
tising or promotion literature is used 


in personal selling. 


S. He can keep a careful check on 
prospect reaction to certain types of 


literature 


6. He can employ features of the 
display to emphasize to his man- 
agement services rendered to sales 


by the advertising department 


7. He 


sales and 


Can more closely observe 
advertising techniques 
used by manufacturers of related 


products 


8. He can get first hand knowl 
edge of sales appeals used by com 


petitor 


> can see and compare rela- 
vantages or disadvantages of 


competitive me rchandise 


10. He can vet to know the ad 
vertising manage! ot competitive 


ComMmpah le 


And believe me, that last item ha 


been a help many times 


/49 











THE GIRDLER CORPORATION 


acl 





Full-page pictures with captions 


tell Girdler product story in booklet 


® AN UNUSUAL 54-page booklet is- 
sued by Girdler Corp., Louisville, 
tells most of its story about a new 
product in big photographs and cap- 
tions, one photograph to a page 
The product is a new unit for 
freezing commercial foods in pack- 
ages (see article on preceding page) 
Following the trend toward telling 
the advertising story in pictures 
the 9x12” 


booklet opens with one page of in- 


so / 


preferably big pictures 


troductory copy and 26 pages of 
pictures in simple black and white 
Each picture, along with a one o1 
two-line caption fills an entire page 
The picture series tells the step-by- 
step story of the unit, how it op- 
erates, what it can do for the use: 
and what benefits are offered 

The type of photos, diagrams and 
captions used are shown above 

The picture section ends with 


floor plans and diagrams showing 


assembly of component parts, and is 
followed by factual copy beginning 
with a list of fifteen advantages of- 
fered by the unit. There follows de- 
tailed technical data and informa- 
tion including engineering services 
offered by the company in a pur- 
chase of the unit, auxiliary equip- 
ment available and list of services 
and equipment that buyers will 
need to furnish themselves in in- 
stallation 

The booklet, which has a spiral- 
bound cover of heavy blue stock, 
was prepared for distribution at the 
1952 Dairy Show, where a working 
model was exhibited. The booklet 
also will be used to answer inquiries 
resulting from business publication 
advertising now in the planning 


stage 








On the Atlantic, Gulf and Pacific Coasts... 
On the Inland Waterways - including 
the Great Lakes 


On the seacoasts, 


Great Lakes and 


inland rivers, Ma- 


rine Engineering 





covers every yard 


building new ves- 


sels; every active 


vessel operator. 











MARINE ENGINEERING gives you coverage of 
EVERY Key Ship Operator: EVERY Active Yard 


Marine Engineering's circulation is combined with 
a balanced publishing program to give adver- 
tisers not just “numbers” but unsurpassed selling 
power ... editorial leadership . . . and adver- 
tising dominance. 

Marine Engineering is the business paper of en- 
gineering authority . . . the marine publication the 


industry relies on for accurate and detailed in- | 


formation on ship design, ship operation, ship- 
building and ship repair. 


Its reader acceptance is the greatest in its field,. 


as shown by leadership in percentage of sub- 
scription renewals. 

It stands first in advertising volume .. . 68 per 
cent ahead of its field in number of advertising 
pages, and 54 per cent of its advertisers are 
EXCLUSIVELY in Marine Engineering. 


marine 


A SIMMONS-BOARDMAN PUBLICATION 


3. 





ee 


. It offers heaviest coverage of sea- 





Marine Engineering covers all the | 
175 shipyards now building com- 
mercial naval vessels and every 
one of the Naval shipyards. This 
includes every one of the 66 inland 
yards which are actively building 
ships. 





. Itcovers 100%, of the 806 operators | 


of commercial vessels of 100 tons | 
or over— including every one of the | 
386 operators known to operate | 
equipment on inland waterways. It | 
reaches 75% of the 1727 active 

and inactive operators listed in the | 
Marine Directory. 


going chief engineers of any marine 
publication—and the largest cover- 
age of naval architects, both inde- 
pendent and in shipyards, or any 
marine publication. 








PICHNE a seniem :(): 


30 Church Street, New York 7, N. Y. 














Blocking a Bias . . 


Condensation ond 
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Industry Support. . 


Ceco booklet, ads turn product 


Ceco Steel Products 


Chicago, have been good 


® SALES ol 
Corp., 
But they might have been even bet- 
ter but for a certain bias built up 
against one product group metal 
windows . . among end users (home 
owners ) The bias against metal 


windows was: “they sweat.” That is, 


82 / Industrial Marketi 


moisture forms on them, causing 
inconvenience to housewives, etc 
What does an industrial adver- 
tiser like Ceco do about such a 
problem? The company sells to 
home builders, but the attitudes of 
the end customer the home owner 


who buys from the builders is 


naturally an important factor for 
Ceco 

One reasonable approach was to 
keep quiet about the bias, play it 
down and quietly go about trying 
Not for Ceco. The 


company created a virtual commo- 


to eliminate it. 


tion about the “sweat” problem with 
steel and aluminum windows, and 
featured it hard in business pub- 
lication advertising and sales pro- 
motion. Result: the company be- 
lieves that the bias is being broken 
down 

Thereby, the company turned an 
apparent handicap into a promotion 
advantage. The reason it was pos- 
sible and industrial advertising 





IN THIS TEMPLE 


~ Everybody knows where the Lincoln Memorial 


can be found... but 


do industrial executives know where to find 
your products? Trade Mark Service puts that 
information where it can easily be found in 
the ‘yellow pages’ of the telephone directory 

It features your trade-mark or brand name 
in the ‘yellow pages’ over the names, addresses 
and telephone numbers of your authorized 


distributors and dealers 


It leads prospects directly from) your 
national advertising to your dealers... helps 
prevent brand substitution develops 
maximum sales results in all your markets 

Call your Trade Mark Service representative 
today. He'll be happy to show you how Trade 
Mark Service can be fitted to your specific 


selling needs anywhere in the US.A 











was chosen to spearhead the job 
is explained by Ceco as follows 
windows is 
that 
can be eliminated if the home owne1 

Actual- 
} 


ly, the fact that a metal window will 


Sweating’ of metal 


only a “nuisance condensation’ 


knows what to do about it 
under certain conditions can 


Such 


serves as a handy indica- 


sweat 
be an aid to the home owne: 
a window 
tor to warn when the moisture in 
the air inside has become excessive 
and potentially harmful to the 
home. The harm, Ceco points out 
can come from continued excessive 
moisture that will affect structural! 
wood beams and rafters and even- 
tually cause rotting 

To eliminate excessive moisture 
the home owner can take ten or 12 
corrective and 


preventive = steps 


such as installing exhaust fans in 
kitchen, bath and laundry to carry 
off excess humidity or something 
as simple as opening the front and 
back doors once or twice a day to 
let in dry air 


All this 


educational job on home owners 


required a selling and 
a job too broad and expensive to 
So Ceco 
set about preparing educational lit- 
erature that told the story. A 20- 
page, 
signed to tell the 


perform with a sales staff 


two-color brochure was de- 


story to home 
owners. Business publication ad- 
vertising was prepared to offer the 
brochure in quantity to dealers and 
building contractors to distribute to 
their home-owner customers 

As a first step in these prepara- 
tions, Ceco commissioned the Charles 
O. Puffer 


make a survey of home owners in 


the local 


Advertising Agency to 


area to determine how 
extensive the bias was in regard to 
steel windows. Most of the owners 
of new homes had steel windows 

and so to avoid prejudicial answers, 
the questionnaire did not lead di- 
into the steel window 


rectly ques- 


tion but started with questions 


about heating, appliances and othe: 
modern equipment that produces 
additional moisture in today’s more 
tightly-built homes 

The 


75°, of the persons interviewed did 


survey showed that about 


not like the steel windows in thei 


homes because “they sweat. 


Fortified with this information, 


the company went to work on its 


booklet 


The booklet devotes most 


don't let 


this happen 


to your 





home 


























Scare .. 


ol its space to discussion of con- 
densation and has very little men- 
tion of steel windows; there is no 
direct product selling and Ceco isn't 
even mentioned until the back cove: 
where the company’s logo appears 


with a list of Ceco products 


The booklet is entitled, “Water 
Water Everywhere,” with a sub- 
title, “Condensation and What to 


Do about It.” 


with an 


The booklet 


illustration of 


starts 
three types 
of windows, including metal and 
wood, and_ the 


“Question 


following copy 


which of these win 


dows causes condensation? Answe! 


None 


densation 


Windows do not cause con- 


Copy and art then go into several 


pages of simple, fast-moving ex- 


planation of condensation and_ its 


causes in homes. Under a 


picture 
of blistering paint and dry rot in a 
roof and a caption, “Don't Let this 
Happen to Your Home,” copy an- 
nounces that the home building in- 
dustry is concerned about conden 
sation 

“The paint industry is vitally con- 
cerned because condensation causes 
The 


lumber industry is vitally concerned 


even good paint to blister 


because continuous condensation 
sometimes causes good sound struc- 
tural members to rot 


tion 


The insula- 


industry is vitally concerned 


because some builders threaten to 
omit good insulation on the theory 
that air infiltration will reduce con- 


The 


manufacturer is 


densation metal window 


vitally concerned 


because metal windows are being 


unfairly blamed for causing con- 


densation.” 


Under a_ headline, “OK, When 
Windows Fog Up What Should You 
Do?” pictures and captions detail a 
list of 


things to do to solve the 


problem 
The 
spreads, appeared in May and June 
Builder, 
Architectural 
Architectural Record, Building Sup- 
ply News, Hoosier Board & Brick, 
House & Illinois Building 
News, Independent Retail Lumber 
Dealers News, lowa 
Lumber & Building Material Deal- 
Merchant, 


first ads, full pages and 


in American American 


Lumberman, Forum, 


Home, 
Association 
er, Lumber Mississippi 
Northwest 
Building Material 
Dealer, Practical Builder and Pro- 


gressive Architecture 


Valley Lumberman, 
Lumber and 
Running the 
ad in May seemed an unseasonable 
time, but Ceco aimed at assuming 
the leadership in attacking a con- 
troversial subject and also wanted 
to help pre-sell builders on the use 


of steel windows 


Results 


were 


gratifying the 








THANKS TO YOU... 


New High in Advertising Volume 


for the 1953 BLUE BOOK DIRECTORY 


434 Advertisers bought 348 PAGES 
3% 
Gait 


1953 DIRECTORY 


a ra 512 Advertisers bought 465 PAGES 


@ Names end Addresses of Manvtecturers ... Pege 391 
© Motel ond Their Properties 
© Precticel Tebles for Shop Use 
© Trede Associations Serving 


er 25,000 Guaranteed Distribution 
29,000 Actual Distribution 





In Appreciation — a 15% Bonus Circulation 


We are justly appreciative of the advertisers and their advertising 
agencies who selected the annual MACHINE and TOOL BLUE BOOK 
DIRECTORY to carry their product story to the active buyers in the 
huge metalworking industry. 


A proven sales-producer, this is the only complete buying directory 
issued for the metalworking industry. It sells all year because it is 
used all year. It is handy, easy to use, square back, opens flat. 
Durable, stiff, laminated covers withstand constant use the year 
around. Lists sources of supply. Useful, editorial content (helpful 
tables, list of trade associations, metals, etc.) promotes high reader- 


° 
For Double Selling Power 
use the regular monthly issues of 
MACHINE and TOOL BLUE BOOK, 
as well as the annual DIRECTORY. 


This unbeatable combination gives 
you quick contacts at low cost. Over 
40,000 copies mailed every month to 
metalworking executives—95% per- 
sonolized. Circulation verified by 
Western Union. 


Write for 24-page Data File based 
on NIAA outline. 


ship—helps make your advertising work all year long. 


Be sure to include the MACHINE and TOOL BLUE BOOK DIRECTORY 
on your 1953 schedule. The 1954 edition will be issued next 
December .. . closing date, November 10. 


Machine and Toot BLUE BOO 


HITCHCOCK PUBLISHING CO. © WHEATON, ILLINOIS © 





HOW CAN READERSHIP 


Dr. Henry C. Link and Dr. Albert D. Freiberg 


(Psychological Corp.) 


a new handbook on 
readership values . . 


“How to buy 
BETTER 
READERSHIP 
VALUES" 


have said — 


Here, for the first time, a candid discussion of this highly controversial subject . . . 


. here are 
questions every alert 
should ask 


asked the kind of penetrating 
advertising buyer 


This handbook is now in preparation .. . 
will be available shortly. Your request 
now will reserve a copy which will be sent 
immediately the book comes from the 
press. No charge. Just write address 
below. 


1. How to buy better Circulation Values 


24 questions and answers dealing with all phases 
of circulation . how to read audit statements, 
paid vs. non-paid, what do renewal ©;’s mean, ete. 


Ask for any one, or all three, of 
the above booklets . .. by name. 
No charge. Just write ... 


are given straightforward, in- 
answers that “dig beneath the 
that hide nothing. 


and here 
formative 
surface’, 


Get these handbooks NOW— 


.. . available immediately are these two handbooks of 
top interest to every buyer of industrial advertising. 


2. How to buy better Editorial Values 


. 37 penetrating questions and answers . . . the 
things you've wondered about . . . those “hard- 
to-get-answered” points . . . how to judge “good 
editorial’, etc., etc., ete. 


‘Aids to Industrial Advertisers”’ 
Putman Publishing Company 
111 East Delaware Place 
Chicago 11, Illinois 





RESEARCH BE IMPROVED? 


“The basic criterion for validity 


. . - is behavior’’* 


Can we depend on "what folks say” ? 


No, unfortunately we cannot. 

Research and psychological authorities agree there 
are biasing errors in all known research techniques 
asking such questions as “How will you rate?” or 
“What do you read?” ... 
what seems the popular thing at the moment, de- 


due to desire to say 


Can research techniques be improved ? 


Yes. 


authorities say they can. 


Drs. Link and Freiberg and many other 


How? By studying behavior . . . by checking tech 
.. by refusing to be sat- 


of 


niques against behavior . 


isfied with non-validated methods research. 


Be sure to ask, “How is your technique 


You can help raise the level of readership research. 


How? By always asking, when readership study 
results are presented to you, “How did you vali- 
date your technique? How do these results check 


with known behavior?” 


from 


from 


Address below. 


“We made a reader survej 
these reports. No charge. 


from 


from 
& Bros., 1943 
search, Young & Rubicam, Inc. 


Write fo .. 


“How Valid are Readership Studies?” 
and similar 
Addre $$ he lou ° 


“Consumer and Opinion Research 
hy Albert B. Blankenship, Ph.D., Directoy of Market Re 


sire to “appear at one’s best’, memory error, ete. 
. which no increase in sample can eliminate.** 
Moreover, practical tests prove the existence of 


such errors.*** 


This is the basic point of Dr. Link’s and Dr. Frei- 


berg’s observation. 


(Behavior? . . . what folks actually do in contrast 


to what they say they do) 
As one authority comments, ‘The survey that can- 
not be checked by some measure of behavior ts 


probably of little value anyway.” **** 


validated ?” 


To learn more about “How to buy better READ 
ERSHIP VALUES”, you'll want to read the hand 
book described on the opposite page to be 


published soon. 


“The Problem of Validity and Reliability in Public Opinion Polls” Public 
Opinion Quarterly, Vol. 6, Spring, 


1942, pp. 87-98. 


. ask to see a copy. No char ge 


studies, 


Ask for copies af 


The Questionnaire Technique”, Harper 


“Aids to Industrial Advertisers”’ 


Putman Publishing Company 
111 East Delaware Place 
Chicago 11, Illinois 






































im your industrial advertising 


® THE INDUSTRIAL advertising man Mfg. Co., Milwaukee, has prepared 
doesn't have to be a photographe1 a booklet entitled “So Youre Going 
but he can plan his use of photo to Take a Picture,” offering hints on 
graphic illustration better if he taking good photographs for adver- 
knows some of the photographe rs Ising an purposes The 
techniques is for use of the advertising 


With that in mind, Allis-Chalmers and photographer 
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Showing Length . 
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Contrast... 


> 


Highlights include the illustra- 
tions and captions shown here and 
such tips as 

Models and machines In indus- 


trial photography, human figures 





FIRST 
in Paid Chodation Gain 


Among Refining Industry Readers 
DEC.’46 DEC.‘47 DEC."48 DEC.‘49 DEC.’50 DEC.’°S1 DEC.'S2 eae aalls| 


REFINER 


live publication grows with 
the industry it serves. And Petroleum 
5 Refiner’s circulation growth during the 


past six years has paralleled that of the 
refining industry 


From 1946-1952, U.S. refinery capac- 
ity increased 51.2. In the same period 
Petroleum Refiner’s “refining-natural 
gasoline” paid circulation increased 
by 46%. Total circulation over 11,000 


— | | 
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Here’s an unequalled record among oil 
refining industry papers . . . concrete 
evidence of how Petroleum Refiner 
blankets the refining, natural gasoline, 
petrochemical industry. 
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Refining ond Natural Gasoline Circulation 
1 


41% 
DCIS: 
aw 1a nt 
. . 


~e 
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To reach this billion-dollar-a-year mar- 
ket, gear your sales efforts to a con- 
sistent schedule in Petroleum Refiner 
Contact our nearest office for details 


SEND NOW FOR... 
new Refinery Market Data Booklet 


Tells scope of the gigantic refining in 


dustry, where located, how to sell it 





advertising 
FIRST par 


in paid 

aL 4 
circulation editorial 
quality 


OFFICES: @ Houston (6), 3301 Buffalo Drive, LY-4301 @ New 
York (17), 250 Park Avenue, El Dorado 5-4012 @ Chicago (4 
332 S. Michigan Avenue, Wabash 2-9330 @ Cleveland (10), 1010 
Euclid Avenue, Main 1-2550 @ Tulsa (3), Hunt Building, 3-1844 e 
Los Angeles, W. W. Wilson Building, Huntington Park, Jefferson 
1219 





what is good 
catalog coverage 
in your markets ? 





Are you sure your catalog 
isn’t missing many 


very worthwhile prospects? 


Is it wasted on many 


who aren‘t worth covering? 


How do you rate prospect companies? 
(a) by what they make. 

(b) by number of employees. 

(¢) by power produced or consumed. 
(d) by capitalization. 


It takes a tremendous amount of research, double- 
checking, and field interviews to make sure that the com- 
panies are worthwhile, to uncover the right people in the 
right offices... and to keep this information up to date. Few 
marketers would care to foot the total bill for doing this as 
thoroughly as Sweet's does it. (Over a quarter of a million 


dollars annually.) 


‘That's why 1,480 industrial marketers came to Sweet's last 
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Are you able to determine which of Can you find out exactly which people 
the offices in these companies have the in the right offices in the right 
greatest functional interest in each of companies have the most need for 
your products? your catalog? 


year for help on the improvement of their catalog coverage 
pattern in five markets: Product Engineering, Plant Engi 
neering, General Construction, Industrial Construction, 


Light Construction. 


The Sweet's man in your locality will be glad to show you 
how other industrial marketers use Sweet's facilities to be 
sure they get complete catalog coverage of the companies. 


the offices and the men who count 


designers, producers and distributors of manufacturers’ market-specialized catalogs 


DIVISION OF F.W. DODGE CORPORATION eo 119 WEST 40TH STREET © NEW YORK 18, N.Y. 


Boston © Buffalo © Chicago © Cincinnati © Cleveland * Detroit * Los Angeles * Philadelphia © Pittsburgh * St Louis * San Francisca 





are used to add interest and show 
comparative size of machines and 
equipment. The model should be 
posed in a natural manner doing 
some logical thing relative to the 
equipment. He should never be in- 
structed to look at the camera. His 
body should be relaxed, bent slight- 
ly forward at the waist if standing 

or in a natural kneeling pose if 
the picture calls for that position 
Beware of a possible “sleepy” look 
which is sometimes caused by the 


model looking down 


People in pictures . . When tak- 
ing pictures of full figures, the cam- 
era should be waist high to the sub- 
ject For head photographs, the 
camera should be at the subject's 
eye level Watch out for confusing 
backgrounds Use clear, unclut- 
tered sky or plain walls if possible 
Avoid floral wallpaper when shoot- 
ing pictures of this type. Subjects 
being photographed should be kept 
several feet from the wall for best 


results 


Picture & composition The im- 
portant thing is to eliminate blank 
spots from the picture area. Keep 
the main parts of the picture to- 
gether close. Empty space on a 
picture is seldom of value to anyone 
This is especially important when 
taking a picture for news reproduc 


tion 


Lighting This has been a sub 
ject of controversy ever since the 
birth of photography. Actually the 
only basic rule in lighting is to light 
for separation dark area against a 
light area: light area against a dark 
area 

To obtain “texture,” light should 
come from one side so it “skips” 
across the surface of the subject be 
Ing photographed All flat surfaces 
should also be handled in the seme 
manner rather than by using 
“straight on” lighting that fai; to 
create helpful contrast. Use a bare 
flash bulb (without reflector) when 
shooting close-up sunlight shots 
This helps to soften harsh shadows 
caused by glaring sunlight espe 


cially on the human face 


| Editor's note This is the last 
of three articles (see IM, Nov., 
Dec.) on how to get better photo- 
graphs for industrial ads. | 
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Bounce Light .. : 
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Wrong... 

















Direction . . Mirrors .. 


HEATING 
VEN TILATING 


Pays Off With 
Quality Circulation 


H & V appeals to the 
engineers and large engi- 
neering-type contractors 
who design the systems and 
specify the equipment that 
go into large buildings. 


These men are big oper- 
ators. They haven’t time to 
read theory. They do read 
up-to-the-minute, practical 
literature. Boiled-down, 
usable information on heat- 
ing, ventilating, plumbing 
and piping, air conditioning 
and industrial refrigeration 
—the way H & V presents it. 


That is why they prefer 
H & V — and subscribe vol- 
untarily. 


That is why our renewal 
percentage stays up— 
65.02% is the latest figure. 


An Industrial Press Publication 
148 Lafayette St., New York 13, N. Y. 


SOT 
Large Building 
Market 


Announcing 
The Industrial Press 
$1000 
ADVERTISING PROGRAM 
AWARD 


If you are an advertising man- 
ager, or a member of an advertising 
agency handling accounts in the 
technical, trade or industrial fields 
you may be eligible for The Indus- 
trial Press Advertising Program 
Award and $1000 
given by The Industrial Press 

Publishers of MACHINERY, HEAT 
ING AND VENTILATING = and 
HEATING & PLUMBING EQUIP- 
MENT NEWS 


mented presentation to management 


This award is 


for the best docu 


which proves the need for a specific 
advertising program, and_ shows 
how the proposed program will fill 
the need. Important as results are 
the judges will be concerned with 
the plan, not with the results 
achieved. The Award is sponsored 
by the National Industrial Adve 
tisers Association, but you need not 
be a member of NIAA to enter 

You may have already prepared 
an entry for the 


Advertising Program Award with 


Industrial Press 
out realizing it! If you have made 
a presentation to your Management 
that shows where your sales pro 
motion program needs strengthen 
ing, what part of the selling pro 
gram can be efficiently handled by 
advertising, why a specific type of 
program is needed, and how the 
program you recommend fills the 
need all you have to do is put 
your presentation into booklet form 
“censor” any figures you consider 
confidential, and mail your entry to 
NIAA Headquarters, 1776 Broad- 
way, New York 20, N.Y. not later 
than May 3lst However, 
you actually mail your entry you 


before 


should check it against the contest 
rules, which may be obtained by 
Industrial Press, 148 
New York 13, N.Y 


advertising man worth his 


writing The 
Lafayette St., 

Every 
salt knows he can do a better job 
with an enthusiastic 
back of him. The purpose of Thi 
Industrial Press Advertising Pro 
gram Award is to encourage adver 
facts that will 
earn enthusiastic management sup 


management 


tising men to dig for 
port of an advertising 
rather than just try 
advertising 


program 
for perfunctory 


approval of an budget 


(Advertise ment) 


HEATING & PLUMBING 
Equjoment News 


113,240 INQUIRIES 
in Twelve Months! 


— proof that this publi- 
cation is read, avidly! 


HPEN is the only publi- 
cation reaching over 35,000 
Heating and Plumbing Con- 
tractors and Wholesalers in 
the small building market. 

HPEN checks with lead- 
ing wholesalers, asks them 
to name their best prospects 
and biggest buyers. These 
men get HPEN regularly — 
proof that the circulation is 
right! 

No need to use separate 
papers. HPEN will do a 
better inquiry-producing 
job...in a single publica- 
tion .. . with the largest cir- 
culation in the field... at 
lower cost per thousand. 
Write us for the facts. 


An Industrial Press Publication 
148 Lafayette St., New York 13, WN. Y. 
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PRODUCT CONTROL 


BY INFRARED ANALYSIS 


DOUBLE PASS 
OPTICS 


MATtRIAs semy 


Lette Moe 








“ai PERKIN We ELMER 


Strong Pull. . Follow Up ..: 


staff in inquiry follow up 


By Paul A. Wilks, Jr. 


LITERATURE, Customer Sery good ones active until 
sale call these make up the have time to take them 


ammunition of any sales program ly, the salesman take ! 
The WIS¢ ale manager uses his only when the prospective custome 
ammunition when and where i has reached the point where he i have prepared specific literature. It 
counts the most debating between competitis in Is our aim to get routine inquiries 
At Perkin-Elmer our advertising truments or where he has a i answered as quickly as_ possible 
program has been highly productive problem requiring special idies o1 with exactly the information re- 
an average of 500 inquiries per our part quested and no more, for reasons 
month o that our relatively small We use two approaches in our ad we will point out later. We use a 
sales force of six men has been hard vertising straight product ad | two-part form on which we type the 
put to follow up each one adequate ads aimed at selling infrared name and address of the inquirer, 
ly Our most important standard SC as a method through ci the area salesman’s name and _ the 
products are infra-red spectrom hi ies of specific applications n material sent. The original copy is 
eter analytical instruments hav ases we usually invite. i enclosed with the material. To mak¢ 
ing price tags from $4,000 to $12,000 ies by offering bulletins Is it easy for the inquirer to request 
and with many applications through a high proportion of the inquiries more information, we have printed 
out the chemical industry They can be taken care « outl ! a returnable coupon on the lowe) 
are complicated and highly technical quiries get then screening portion of the form. The second 
and our salesmen must be carefi when the mail is 1 1 = Those opy is held for evaluation and fol- 
trained. This restricts the rate % that cannot be answered in a rou low-up 
which the sales force mi tine manner are sent directly to the This routine answer is our first 


panded salesmen All the others (about round of ammunition We have 
A major job of the advertising de 95°) ) are handled by the advertis made it purposely small since it has 
partment is to evaluate the in ng department been our experience that several 


quiries, but beyond that to keep the For each advertising ap h \ carefully placed shots can be more 
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employe communications 


public relations 


by Robert Newcomb 
and Marg Sammons 








“BASEBALL PROVES DEMOCRACY WORKS,” SAYS TAYLOR SPINK 








Customer. . 


New approach: Mr. Employe 


.. meet Mr. Customer 


If you want your company’s employes to 
embrace the tenet that “the customer is 
boss,” you have work to do. You can 
scare workers a little with the idea that 
we'll all be out of jobs if the customer 
isn't satisfied. But on the long haul, 


here's a better way. 





® CULTISTS of Communication have 
something to learn from practition- 
ers of printing 

In printing, a hot and competitive 
field, there is little need to keep re- 


minding the help that the customer 


is boss. This hardy truth is borne 
in on the perspiring pressmen and 
the harassed compositors day in and 
day out. The unhappy customer of 
today in the printing field is the 
erstwhile customer of tomorrow 
he is as fleeting as fancy 

One enterprising printer — has 
turned this robust situation to ad- 
vantage 

There are probably others who 
have done and are doing the same 
thing, but this essay is designed to 
extol chiefly the conduct of Von 
Hoffmann Press, an old and dis- 


Industry's relations with 
Employes) Stockholders 
Distributors/ Suppliers 


Neighbors 





tinguished house with headquarters 
in St. Louis, and a variety of mis 
cellaneous activities beside printing 

Right here is where the communi 
cator in industry can start enjoying 
the scenery, because this is where 


The parallel be 


tween the problem of the printe: 


he pets aboard 


and the problem of the communi 
cator is noteworthy 
Quite a few 


sales promotion 


months back, the 
manager of Von 
Hoffmann (who edits the internal 
organ “Von Views” and the external 
‘Printed Words” as well) decided 
that a series on customers in_ the 
employe journal might have genuine 
value. The sales promotion man 
ager is Miss Mildred Weiler, and 
she scheduled for herself a variety 
of interesting subjects among. the 
plant's customers 

Some of the detail bears 
into, because Manager Weiler dem 


looking 


onstrates a capacity for (1) ferret 
ing out those human details about a 
business that will interest the print 
ers people who have no fundamen 
tal interest in it, and (2) presenting 
her material in such an amiable 
fashion that any customer must feel 
honored to be included 
The kick-off topic was the Raw 

lings Mfg. Co., 
sporting goods, whose employe pub 


lication Von Hoffmann has evident 


manulacturer o 


ly been printing for quite a spell 
Rather than submit a_ battery of 
quiet statistics about production, the 
editor pounced on the fascinating 
Rawlings catalog, and came up with 
ome inside stuff on the Trapper 
mitt, the odd-shaped first baseman 

handpiece first used by George M« 

Quinn, famed first baseman for the 
3rowns and then with the Yanl 

Rawlings has an  economy-sized 
version of it which required half the 
hide of a cow to make; it is used by 


baseball and circus ¢ lowns 


Now all this may have little to do 
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, yin il 
Mill&Factory serves the men your 


TITLES ARE NO GUIDE TO BUYING AUTHORITY 


Titles and positions of the men who specify are different 
in almost every plant. Only through the continuous personal 


contact of industrial salesmen is it possible to spot the 
men with the authority to buy your product. 
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salesmen must see to sell! 


MILL & FACTORY is the only magazine ~ 
serving general industry that uses sales- 
men like yours to build and maintain 
its circulation. 


MILL & FACTORY’S CIRCULATION CENTERS 


This is why MILL & FACTORY is the 
only magazine specifically designed to 
reach and serve the men of many titles 
your salesmen must see to sell. 


Because of MILL & FACTORY’S unique 
circulation method,it has a readership 
among a large group of men contacted 
by your salesmen that is available 
through no other one industrial publi- 
cation. 


Note MILL & FACTORY ’s high proportion 
of unduplicated readership: 


In contrast to MILL & 
FACTORY’S high propor- 
tion of unduplicated 
readership, the McGraw- 
Hill 18-company survey 
shows the average dupli- 


84% 89% 82% 


cation between the first 


of MILL & FACTORY 
readers do not read 


FACTORY 


93% 


of MILL & FACTORY 
readers do not read 


PLANT ENGINEERING 


of MILL & FACTORY 
readers do not read 


MACHINERY 


93% 


of MILL & FACTORY 
readers do not read 


MODERN INDUSTRY 


of MILL & FACTORY 
readers do not read 


IRON AGE 


84% 


of MILL & FACTORY 
readers do not read 


AMERICAN MACHINIST 


and second publications 


in9 major markets is 44%. 


ony 56% 


of the readers of the No. 
] Business Paper do not 
read the 2nd paper. 





and number of 
page awlings catalog. Per- 
haps there should have been in 
corporated some. statistics on the 
3ut the 
better than even that 


Rawlings financial position 
chance are 


the Rawling 


death with the 


people were tickled to 
affable informality 
of the story, and that Von Hoffmann 
people suddenly felt that a strange) 
That, as it 


what oeccul red 


had become a friend 
happens, is precisely 
The employe journal, “Von 
View visited the Southwestern 
Bell Telephone Co., and 
how the 
vith the 


reported 
printing plant cooperated 
telephone system This 
a little on the formal side, 
but it gave the facts of the com- 


one Wa 


pany operation and detailed the 
lationship between company and 
printer. The next time a Von Hoff- 
mann employe saw a piece ol litera- 
ture from the telephone company 
he might have said (and probably 
did say) that he had something to 
lo with putting it out 

The City Art Museum is a Von 
Hoffmann customer, and up until 
the customer article on the museum 
appt ived last Novembe1 it 
doubtful whethe: many ol the 
employes had given any 
thought to the relation 
detailed 
the nature of that relationship, and 
back- 


museum and _ its 


printes 

particular 
hip The article, however 
pro ided ome affectionate 
ground about the 
people Thu the museum official 


bond 


supplier end 


were gratified and a close: 
‘ tabli hed 


upplic d 


between 


The distinction of being the cus 
“Von Views,” how 


to fall readily into the 


tomer classic in 
appeal 

G. Taylor Spink, the dy 

chieftain of that famous jour 

The Sporting News and othe: 
men's. bibles The publisher 
eferred to as “Mr. Baseball 

© copy. This is a roaring 

erved tribute to one of 


vreat people of the world 


In these simple little lessons, there 
omething to which the communi 


cator 


should wisely latch onto. If 
the customer is boss, as so often em 
ploves are reminded, then there 
should be said about him something 
a little warm, a little friendly, a 
trifle informative. Industrial man- 


avement continues to wave the big 
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furiou stick over the employes 


heads, threatening that we shall all 


be out of jobs unless we can satisfy 


that ole debbil custome: 
To us that’s punk salesmanship 


Anybody in his right mind knows 





Communications man of the month.. 


Belief in dignity of the working man 


swept him into a new kind of job 


Marion J. Allen. . 


® THE REASONS WHY employe com- 
munications programs in industrial 
companies sometimes fail are not 
leep and bewildering. The reasons 
are extremely plain, simple and ob- 
These are two of the 


vious most 


conspicuous: (1) the programs lack 
the spark from the top that gets 
them started properly and (2) they 
lack a guiding hand to keep them 
in the proper direction 
Amer- 


Chicago 


of acce mplish- 


ivst of the year 
ican Steel Foundrie 
halked up a series 
ments in the field of industrial-pub- 
lic relations in one bright, sweeping 
motion 
A presidential directive created a 
division of personnel and public re- 
lations, combining within its frame 
work all functions of industrial re- 
lations, personnel administration 
public relations and communication 
The directive placed a sincere and 
capable man at the head of the di- 
vision, and finally, it made him di- 


rectly responsible, without detours 
to the company president 


The man is Marion J. Allen. For 


some years he has been assistant to 
the president, a post he continues to 
hold The broadening of his re- 
sponsibilitic s came about because. 
several years ago, he felt the urge 
to crusade in the field of employe 
relations 

At the time he was holding down 
one of the livelier personnel spots 
head of persor nel for 
Army Ord- 
nance district (Chicago) at the peak 


of World War II. The endless crises 


of that era would have encouraged 


in the nation 


the country’s largest 


a weaker man to give up personnel 
Allen 


people his life 


work forever but not Mi 
He decided to make 
work: he Jiked them, anyway, so it 
wasn't hard to decide 

In the 


Allen has grown closer than ever to 


six-odd years since, M) 


personne] problems 
He joined American Steel after 
leaving ordnance, and has tried and 
tested personnel formulas; watched 
and studied and taken 
Nobody could have 


harder at it 


programs 
apart worked 
today he has probably 
a vreate} familiarity with commu 


nications programs around _ the 
country than most people in indus 
try. In his modest view, he has onl 
scratched the surface 

Mr. Allen has what a stiff com- 
munications assignment requires 
On paper it isn't much; in the flesh 
its plenty. It’s appreciation of the 
dignity of working people, and a 
sincere desire to be one of them 
It's the ability to listen, to hold con- 
fidences when necessary, to speak 
It’s tact, and 


the ability to work long and hard at 


up when it’s required 


something you believe in. And it's 
a basic faith in the philosophy that 


people can get along 
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This new silk screen process gives you 
photographic precision on short-run work 


.--in black-and-white or color 


You will be genuinely amazed at the results you can get with Kodak’s 
new Ektagraph Process. It liberates screen process printing from the 
limitations of previous methods. 


The Ektagraph Process reproduces sharp black-and-white photo- 


graphs or wash drawings with halftone clarity. It puts line work of 


extraordinary fineness, duotone, four-color work within your reach 
for short-run work. 

It’s made to order for point-of-purchase and other display material 
and it opens up entirely new possibilities for producing booklets, 
pamphlets, brochures, or other pieces on short print orders. 

Ask your screen process printer to show you how faithfully Ekta- 
graph reproduces anything that can be photographed. Meanwhile, 
you can learn more about the process itself and some of its unique ad- 
vantages from our | 2-page brochure, “The Kodak Ektagraph Process.” 


Send for a copy today. 


EASTMAN KODAK COMPANY, Rochester 4, N. Y. 
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6 Mixers Do the Work of 28 


in Midwest confectioner * striking 


Andint 


are specially enginee 


wii HOLTZ 


. tes Cooetor 


sev anny 


ware 


rooe enoinsearee® 


awitch from batch to continuous 


grd the space Also featured on adv anced marshmallow line 


red starch conditioner, centrifugal air serubber 
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I ) ; % 8 se) one of America’s hottest in- 


dustrial markets. Why? Because old-fashioned food-plant methods 
have become costly luxuries. Baker, brewer, canner, dairyman, 
meat-packer — all eye their operations today with the cold prac- 
ticality of the engineer. So a marshmallow-maker buys six mixers 
that will do the job of 28, and before he’s through engineering, 
he’s involved in a list of new equipment as long as your arm. That's 
why food’s hot. 


FOOD ENGINEERING serves tis 


hot market with the cool assurance that you don’t buy just a mod- 
ern mixer to make a modern marshmallow. FE helps processors 
to integrate that mixer, with other equipment, and supplies and 
ingredients — to engineer a quality product at lower cost. For that 
reason they vote FE tops in every industry-wide readership poll. 
This editorial thoroughness has tripled FE’s paid circulation 
since 1940. 


And, because of this powerful editorial influence upon plant men, 
advertisers buy far more pages in FE than in any other industry- 
wide food-plant magazine. That volume keeps growing. 


a, on 
come nN get a taste of the one billion dollars 


food plants are spending this year for new plant and equipment. 
It can be your steady diet; for the food industry is embarked on 
a technological revolution and faced with a rapidly-growing popu- 
lation (all eaters). Food plants will grow steadily and modernize 
intensively for an indefinite time to come. 


Hout book. Hot market. 


\ 
i 


A MCGRAW-HILL PUBLICATION 


330 WEST 42ND STREET, NEW YORK 36,N.Y, 











ie elo} i ‘ pect ol allectior 
} ) th a custome D crean 
it employe im an « dent cde 

fense of the custome! rignt 

Nhat industry wants to do with 
custome! In order to win employe 
COOpt ratior j to explain the rela 
tionship between the customer and 
the employe in palatable term Let 


the employe get to know the cu 
tomer as a friend and co-worke1 
not aS a hungry 
natch the bread from his mouth 

For those of ou in) communica- 
tion here ure ome pointers that 
may prove u eful in developing a 
more understanding relationship be- 
tween the people in youl plant and 
the management in your custome) 
plant 

i. Find out the things about the 


custome! product that will most 


logically interest youl own em- 
ploye They will not be the statis 
tic of your customet production 


nor the technical discussion of the 
product itself They will be the 
around - the - kitchen - table 


item They 


human 
will not be the report 
of the X thousands of telephone 
wire in use in the area, but it will 
be the story of how a grandmothe: 
at a switchboard talked a man out 
of suicide in the cold hours of early 
orhniny, how ral child Was born he 

cause a policeman understood tele 

phoned instructions. These are the 
random, adventurous things that in- 
terest people, and editors must look 


for them 


2. Present your customer. stori 
pictorially, with emphasis on_ the 
peopl You are trying to build a 


personal relationship you are try 
ing to endow a customer with flesh 


and blood for those who think « 


{ 
i 


him only as a name 


3. Show the relationship between 
his bus iness and yout business A 
customer story is not a “puff-sheet” 
essay Its a factual but friendly 
article, and its essential purpose ts 
to show how the two businesses de 
pend on one another. Thus it is a 
good plan to show representatives 
of both organizations at their points 
of contact salesmen and purchas- 
ing agents, traffic and service peo 
ple and others whose duties are in- 
terrelated The employe begins to 


see the connection 
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opponent ready to 


Ga bu ( prac e to cel ire 
I an order goe ul Vithin§ the 
hop p aed it done n the 
nt wa 
But il orde Ot throuev!t 
vithnout a nite! 1 the istome! 
atished and ay sO i@t those iI 
tne shop nea} about it You may 
contend that this is common. prac 


tice in industry, that the plant bul- 
letin boards around the country are 
almost encumbered with letters of 
praise written by 


appreciative Cus- 


tomers and placed there by con- 


GE pocket diary 


A 3x4!0” pocket diary crammed 
vith relerence data yet small 
enough to put in your pocket has 
been distributed to the customer: 
of General Electric Co., Schenec- 
tady, N.Y 

The book, produced by the J. W 
Clement Co., Buffalo, has been used 
regularly for many yeat The 1953 
diary promotes the company's 75th 
anniversary 

Much of the 


bound booklet is 


handsome leathe 
conventional 


diary with writ 


ng space fot each 
day of the year and with a generous 
section at the back for addresses 
and telephone numbers. But more 
than half of the booklet is composed 
ranging from 


ol reference data 


something simple like tables of 
measure and weights and decimal 
and metric equivaients to something 
more technical and complicated like 
natural trigonometric functions and 
conversion factors 

The booklet is designed as a ser\ 
ice for GE’s customers, including 
engineers and technicians, and as a 
continual reminder of GE At the 
top of each page in small print is 
the motto: . “You can put your con- 
fidence in General Electric 1878 
Our 75th Year of Electrical Progress 

1953.” 

Additional tables cover postal in- 
formation, populations of U. S. cit 
ies, average consumption of electri 
energy fo home and farm electrical 


complete information 


equipment, 
about General Electric lamps psy - 


chrometric chart, and tables for 











5. Work with the customer in the 
preparation of any material. This 
one would do as a matter of cour- 
tesy, but customers might regard 
the gesture as a hollow one and not 


provide the author with proper ma- 


erial The customer ought to be 
shown that an article about his 
business, in a publication of the 
supplier, has the two-fold use of 
acknowledging the customer's busi- 
ness and prodding the awareness of 
the employe Both are noble tar- 


gets 


‘tells all’ 


power-lfactor improvement moto! 
wiring, and heat and energy equiv- 
alents to mention a tew Also 
included are full-color maps of con- 
tinents, hemispheres and regions of 
the U.S. and Canada 

A complete directory of GE divi- 
sions, affiliates and warehouses in- 
cludes listings ranging from small 
appliance service centers to Inter- 
national GE. Even the calendar is 


not forgotten inside covers offe: 


calendars for 1952, 1953 and 1954 

Allen B. Du Mont Laboratories, 
Clifton, N. J., distributed a 1953 
calendar notebook which lists call 
letters, location and channel num- 
ber or carrier frequency of televi- 
sion stations as of Nov. 1, 1952 

The book also lists executive and 
administrative staff of the Federal 
Communications Commission and 
visual carrier and aural carrier fre- 
quencies for television channels, in 
addition to a complete data on Du 
Mont divisions, network status and 
similar information 

In addition to space for a week's 
entries on each two facing pages, a 
space is added for notes 

Radio Corporation of America 


New York, offers information on 


television as well as a listing of the 
National Broadcasting Company ra- 
dio network in its 1953 diary. Maps 
showing RCA service in communi- 
United 
States and over the world are a 


lively feature of the book, which 


cations both within the 


also contains space for daily entries, 


notes and addresses 














Looking for a BIG 
Farm Equipment Dealer Market? 









oon 





“Se YOUCLL-FIND IT IN-THE MECHANIZED WEST! 





You'll reach it best through IMPLEMENT RECORD 


Western farms are ‘‘factories in the fields,” using industrial 







production-line methods. The search for equipment to save 






labor, increase production and reduce costs is continuous. If 






your equipment can do it, it’s sold in the West—for these equip- 






ment-minded farmers have both the will and the money to buy! . aot de jee 


Only IMPLEMENT RECORD talks the language of the West- 
ern farm equipment dealer. Your message in IMPLEMENT 
RECORD will reach the men who sell and service 90% of the 







equipment on the West's mechanized farms! 










Put IMPLEMENT RECORD on your National Schedule NOW. 


Call or write our nearest District Manager for complete data. 






Photos courtesy Caterpillar Tr. Co 
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Sales lips from 


“The salesman who can come up with 
helpful ideas, well thought out, concern 
ing products and methods of production, 
performs an exceedingly valuable service 
for the customer. In our purchasing de 
partment, we consider salesmen who con 
tribute such constructive and cooperative 
counsel in the consideration of our supply 
problems as added members of the pur 
chasing staff,” says J. A. Czescik, Purchas 
ing Agent, Pitney-Bowes, Inc., Stamford, 
Conn. 


“TE like to do business with the salesman 
who ts sincere and honest in all negotia 
tions, Who comes to the point in. an inter 
view, who keeps us abreast of new 
developments by his company applicable 
to our needs, and follows through on 
orders after they are placed — including 
a periodic check with our Inspection De 
partment to see that the quality delivered 
is up to par,” says I. J. Schwarz, Purchas 
ing Agent, De Laval Steam Turbine Co., 
Trenton, N. J. 


Industrial Purchasing Agents 


Something | always appreciate — and | 
imagine other purchasing men do also 
is the salesman who has taken the time and 
made the effort to have an understanding 
of just what our particular requirements 
and problems are in- relation to the 
product he is selling. Such an intelligent 
approach enables the PA to accomplish 
his job in a more effective manner,” says 
H. K. La Rowe, Director of Purchases, 
American Cyanamid Company, New 
York, N. Y. 


How can you sell if the buyer 
doesn’t know your products? 


Today’s Purchasing Agent, because he is directly responsible for buy- 


ing, 1s also his company 's “listening yn st.’ He must keep yr sted on new 


pre »ducts, new services, new materials, new production methods, price 


and market trends. Convincing the purchasing agent of the merits of 


your products and services is just Common sense. 


That’s why it 1s so important to keep industry’s PA’s constantly in- 


formed about your company and its products and services. Your most 


effective and economical means of reaching them regularly is through 


the advertising pages of PURCHIASING . 
of industry’s buying. PURCELASING 


national publication serving the needs of industry's PA’s 


responsible for 85 


challenged leader in its field. 


. read regularly by men 
the One 


is the un- 


PURCELASING, 205 East 42nd Street. New York 
17, N.Y. Offices in Chicago, Cleveland, 


| AOS \ngeles. 


When you think of 
selling...think of 
PURCHASING 
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copy chasers 


to put on corporate weight 


® WE GuESS by this time you've 
read “Executive Suite” by Cameron 
Hawley. If you haven't, go buy a 
copy. You can get it in paper cov- 
ers, pocket-size, for 35 cents. You 
ought to read it. 

It's important for several reasons. 
First, because Hawley used to be 
one of the boys, advertising man- 
ager of Armstrong Cork 
man-of-the-year 
Second, 


because it’s a pretty good book, easy 


He got our 
award only awhile back. 


and exciting to read. But, third, 
and that’s how this all started in 
the first place, it’s a realistic novel 
about business, not souped up with 
sensation or sex, and plenty thrilling 
without either. 

Its plot is the struggle for a cor- 
poration presidency after the head- 
man kicks off unexpectedly from a 
heart attack. The next layer of 
executives, a clan of vice-presidents, 
are shooting for the job. That 
means a V-P in charge of produc- 
tion, a V-P in charge of sales, a fi- 
nancial V-P, one in charge of de- 
sign, and an old-timer, a kind of 
administrative vice-president, a man 
who might, by seniority have been 
executive V-P, had the boss lived. 

If you think we're going to tell 
you how it came out, and cheat Mr. 
Hawley out of his royalties, you're 
wrong. 

What upset us, and what this is 
all about, is that in this big mer- 
chandising-minded world of today, 
no advertising executive had even 
reached the V-P level in this com- 
pany to get in on this battle for the 
presidency. Nor do we_ accuse 
Cameron Hawley of being anything 


less than fair and realistic . . ap- 
parently none had made the grade 

Oh, there was an ad manager in 
the book, but distinctly a second- 
rate character. All right in his 
way, we suppose, but as the kids 
used to say, he didn’t weigh very 
much. 

And so, while all of us are still 
young in the New Year, we choose 
to take as our sermon this February, 
“What Can Advertising Men Do to 
Put on Corporate Weight?” 

This, of course, is supposed to be 
a column about copy, and some day 
Merle Kingman is going to tell us 
to stick to our last and leave the 
rest of the world to heads older and 
wiser than ours 

But since the advertisement is the 
prime product of the advertising 
man, the copy and layout he writes, 
creates, approves, and passes on to 
others to also approve, then this 
matter of your personal success and 
stature must necessarily be born 
with the care and feeding of good 
advertisements 

Here, we'll put it another way. 
We have always felt very strongly 
that in the magazine business, for 
instance, the most logical man _ to 
step into the publisher's shoes would 
be the promotion manager His 
function, properly handled, demands 
intimate knowledge of all phases of 
the business, a knowledge so home 
grown that he can interpret the 
whole and its parts with interest 
and allure to all the people who are 
subscribers, advertisers, stockhold- 
ers, etcetera 

So why not the advertising man- 
ager of a manufacturer? Or his 





\ 


account executive? Or a_ stellar 
copywriter? Or almost any other 
advertising man, for that matter? 
What's that you say? You don't 
Okay, but 


personal pride 


want to be president? 
don't deprive your 
of the privilege of turning the job 
down 

Every man’s life is filled with 
compromises of one sort or another, 
but it has always seemed to us the 
advertising man is surrounded by 
temptation to take the easiest way 
out. Eventually these sirens be- 
come so familiar that an advertise- 
ment is too often licked before it’s 
even started. A simple history of 
average mediocrity might go some- 
thing like this: 

Writer has a hot idea for the next 
Starts to write 


From his typewriter out comes a 


ad in a campaign. 


phrase, “There is a chance you may 
not need a machine of this capacity.” 
He likes it. 


But he pauses 


It lends credulity to 
his copy. His sub- 
conscious sees the face of a certain 
client sales manager. “He'd never 
pass it,’ he says to himself. “XXXX 
XXX,” goes his writing machine 
And so subconsciously he may do 
that a 
through 


dozen times before he’s 

And where he leaves off, the art 
director may pick up. And after 
him, the account man, the advertis- 
ing manager, and so on each dry- 
ing up on some superior’s inhibi- 
tions or prejudices. No, it doesn't 
happen all the time, thank God, but 
it happens so many times it has 
made eunuchs out of far too much 
of our advertising 

What respect can advertising peo- 
ple build for themselves when this 
is the way too many of us live? 


And how about our self-respect? 


Better Ads? How? .. The an- 
swer to all of this is surprisingly 
All you have to do is build 
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There is no Bottleneck in Brains 


SUBNING 





fighting 
battle .with the 
an Eddie Stanky 


Mark down that 


unde) old 
the 


competitive guts of 


Roberts 


ome tire youl 


pirit Get in 
or Robin 
the vital inning il 


the 


every inning 1 
and 


No 


tinking 


you want to win ball game 


don't give way a damn inch 


we don't mean simply to be 
You 
itulation ¢ ! phi 


We do mean 


inch 


stubborn cant reform your 


don t Pive Way al 


ink you have at the same 


least 


manayved to 


ich 


tim pick up at 
Keep Moy 


And what- 
that 


anu and a quartet 
ing forward relentlessly 


do 


ce thrive 


ver you dont forget suc- 


on success practically 


n peometric progression 


Go back through the pages of ad 


verti and refresh yourself with 


the 


ny 


inspiration of some of the bright 


shining jobs that were done, and 


done, by fighting admen 
find 
consumer field 


that, 


wre he ig 
True 


the 


youll most of them in 
what s 


the 


Sut 
were all in 


And 


you 


wrong with 


frankly, we 
them 


ame busines 


don't even care if swipe 


if you do a bang-up job for you and 
yours when you do it 
We ve 
Ads We 
to Author 


a source of in 


a display ol 
Been Proud 
have always been 
Some 


always kept 
Would Have 

They 
spiration to us 
are pretty old, but 
adding to the file Just te 
few might be 


f them we're 
ilways 
mention a useful to 
you 

for Corning 


rthday of a crazy 


it’s 


That wonderful 


Glass 


pare 


dea or an guess what 


abi ut 
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written 
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with 


adjectives in Webste 


recognize d 


word until the bot- 
Nicholson file 


ity, with nary a 


tom of the column, “a 
for every pu rpose 

We go 
ment of that color page signed by 
Decea 


sou nds 


big for the honest senti- 


Records, ‘America 


like 


singing 
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Corning story 
Wish we 


fo. 


thie 
implicity 
Or this baby 
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no Bottleneck in 


loved the bluntness 
“So You're 


sometime 


And 
f this 
Eh?’ a 
ad for Billy 


shoe 


how we 


one, Trapped, 
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newspape} 


Rose's Diamond Horse- 
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to be the 
that 
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Give your advertising concentrated power in 
the leading publication of the Oil Industry and 
you will get the results you want. 


The Journal, and only The Journal, maintains 
an intensive and continuous industry census, con- 
ducted by experienced specialists who make de- 
tailed studies in the oil fields, offices and plants to 
identify the RIGHT readers for your advertising. 


The Journal, and only The Journal, as proved 
in continuing studies over a period of years, pro- 


PROVE IT YOURSELF 


Mail to your own list (up to $00) .. 








vides about 78% coverage of any good list . . . the 
second oil paper adds only 12% of new readers 
while advertising cost per reader goes up almost 
7 times. The third oil paper adds only 4% un- 
duplicated readers at an increased advertising cost 
per reader of over 19 times. 

The Journal, and only The Journal, can provide 
you with the FACTS produced by these surveys 
which prove conclusively that Journal readers are 
the Men of the Industry your advertising must 
reach if you would secure maximum results. 


. your own letter 


. have replies sent to you... tabulate the returns 


. » WE PAY THE COST. 


asking questions on readership . . 


. then bill The Journal . 


yourself 


“Concentrate your advertising in The Journal .. . 


CONCENTRATION GETS RESULTS” 


© ® 





TULSA @ NEW YORK @©@ CHICAGO @ HOUSTON 
PITTSBURGH @ LOS ANGELES @ ENGLAND 
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\ You can cut 


‘ 
§ 
a 
: 


saving 
tume 
for 


buyers! 


. 


Your salesmen are constantly seeking out those 
of your prospects who have a current interest 
in products like yours. 


but how easy do you make it for those of your 
prospects who are hot right nowto find you? 


Sweet’s Catalog Service 


DIVISION OF F. W DODGE CORPORATION 


119 WEST 40th STREET, NEW YORK 18, NEW YORK 
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your selling costs 


Industrial marketing men know how much time and effort 

go into finding out which prospects are hot right now. 
But, it’s easy to forget that a prospect may have a tough 

time getting information about products like yours 

when he suddenly needs it. 


Weeks are often wasted before prospects who are ready to buy 
get together with the right sellers, simply because the 
information which would have put them in immediate touch 
with each other was not in the right place. 

That waste can be avoided. 

Adequate product information can be placed in the hands 
of all important potential buyers in a form that will assure 
its being kept accessible in their offices, so it can be found 
and used instantly whenever buying needs arise. 

For 47 years Sweet’s has been working with industrial mar- 
keting men to help them cut selling costs by making some 
of their selling tools better buying tools for their pros- 
pects. Last year 1,480 manufacturers used Sweet's 
services in this connection. The Sweet's man in 
your area may be able to give you some 
useful ideas if your products are bought 
in any of the following markets: 

Product Engineering 
Plant Engineering 
General Building 
Industrial Construction 
Light Construction 
































‘‘The easier you make it for 
people to buy your products, 
the easier they are to sell.’’ 


designers, producers and 
distributors of manufacturers’ 
market-speciaiized catalogs. 


Boston Los Angeles 
Buffalo New York 
Chicago Philadelphie 
Cincinnati Pittsburgh 
Cleveland St. Lovis 
Detroit Sen Francisco 





And anothe equally straight-in 
the-eye for McKettrick-Williams, And, perhaps not appreciated as 


‘ 
ee ae sere 


one we re especially fond of the 
; 1 «mp 
Boy Scout ad. They see a wirsion 


that once was yours 











Is everybody out of step but M<« much as it should be. the quiet, 


Kettrich Listen richly beautiful De Beers Diamonds 


campaign, of which this one, “How 
Noisele SS Falls the Foot ot Time 


is good to quote from 


Well, that will give you the pitch 
and tempo. Now, some more great 
advertising, more recent, from the 
great Ford “house” campaign. This In this same field of fine writing, 
one, you reeall, “The doctor came in you hardly need our word in praise 
he had a good horse of the John Hancock Insurance 
campaign. Pick up any piece of the 


program and read it aloud. Here's 


Go ahead. Dig through your old 
file of Sateveposts and tear out 
some of these John Hancock ads 
Tack ‘em on the wall and read one 
out loud every Monday morning 
just to help start the week right 


“But I gotta write about pumps” 


So Write About Pumps... We can 
just hear you saying it. And con- 
tinuing, “This is all very interesting 
but what’s it got to do with good 
business paper copy?” The answe1 
more than you think. Every- 
thing And here's why 
You are a word-merchant. Pre- 
sumably, words are the commodity 
you can handle better than anyone 
else in your organization. Or, at 
least you and certain other writers 
(if you are in the agency bracket) 
know more about words than the 


research, account execs, 





Men of Cour 


eee AND 
Brains! 


Marines have an assault technique that has gained a lasting reputation .. . 
The renown ts deserved. : 
It takes courage to storm a well-defended beachhead . . . and Marine blood has 


177 


been spilled aplenty during the past years, 
But there’s more to victory than valor. 
Back of every Marine action is an idea. Planning precedes physical energy . . . he 


hind backbone is brains. 


Constant improvements in the weapons as well as the art of warfare is routine in 
the Marine Corps. 

The Marine Corps in military operations pioneered dive bombing . . . the land 
ing craft... the amphibious tank .. . close air support... use of the helicopter 
the anti-tank grenade . . . the armored vest . . . the sub-zero boot 

The Marine Corps conducts a major testing center for new equipment of all kinds 
It is specifically charged by Congress under the National Security Act to develop 

those phases of amphibious operations which pertain to tactics, technique and 


equipment employed by landing forces.” 


Such developments represent the brains behind Marine Corps brawn... on land, 
n the air, at sea. 
If you have a product or a service that may be utilized for the defense of your coun 


try... TELL IT TO THE MARINES! 


Best way to do that is through the pages of The Marine Corps 
Gazette... largest circulation professional military magazine in 
America. For rates and data address Promotion Manager, Box 106, 
Quantico, Va., or Capt. Murray Martin, 2 West 46th Street, New 
York 36, N.Y. LO xemburg 2-1540. 


Marine Corps 
azette 


ae 
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SELLING TO THE SERVICES ?... 
TELL IT TO THE MARINES 





merchandising men, etc., etc 
your outfit 

Whether you are writing a cigaret 
advertisement or a steam turbine 
advertisement you deal in’ words 
Knowing them and how to handle 
them is everything. When you are 
at your best, you are vulnerable to 
no vice-president in charge of any- 
thing. You can stand your ground 
and do surprisingly well at protect- 
ing yourself 
don't 


No, naturally we mean 


words for words’ sake what we 


A healthy in- 


purpose” is 


call faney writing 
stinct of “fitness for 
needed, mature judgment, a knowl- 
edge of readership research and how 
much of it you dare forget. If you 
have all these, then the inspiration 
provided by the outstanding work 
of others should be enough to keep 
you on your mettle 

That means you should have in 
your morgue copy like the Chesa- 
peake & Ohio's, “A Hog Can Cross 
the Country Without 
Trains But You Can't!’ Sub- 
head “The Chesapeake & Ohio 
and the Nickel Plate Railroad are 


again proposing to give human be- 


Changing 


ings a break!” Short sample 


And here's “Chessy” some years 
later with a great campaign in be- 
half of the traffic managers of in- 
dustry. This spread, “The door that 
Houdini couldn't open.” Right be- 
low it in display ital: “It was never 


locked.” 
head 


Plus a high curiosity sub- 


In the same “Dutch Uncle” vein 
here’s Macmillan Petroleum whom 
these 


we've mentioned before in 





A Hog Can Cross the Country Without 
Changing Trains —{jut YOU Can't! 


Chesapeake & Ohne Railway Nickel Plate Road 











pages. Who else would dare lay it 
on the line in an all-type page like 
this one, “It pays for itself in the 


gas it saves.” Nice going 


Or look how new life was sparked 
into banking advertising with the 
Chase National series, “Why don't 
you talk to the people at Chase? 
The always top-interest stuff Shell 
Oil has run to top management, 
like this case study at Pratt & Whit- 
ney, “Wasp Nest in East Hartford.” 
The outstanding educational, health, 
public service copy signed by the 
Metropolitan Life of which “Ever 
think of Diabetes this way?” is a 
current example 

Then too, there are old, reliable 
friends like Liberty Mutual's news- 
“Look 


instance. The ad- 


pape! fresh accident series 
out, Jim!” for 
vertisements that are doing so much 
for the stature of an industry as 
well as their sponso! the Con- 
tainer Corp the “Great Ideas of 
Western Man” series The one in 
front of us is on Thomas Paine. And 
who could ignore the Studebake: 
“family” campaign, ads such as “Joe 
Andert and his sons are four good 
reasons why a Studebaker buying 
wave sweens the country.” 


Green Giant Peas and “Only the 





The door that Houdini couldn't open 
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Sateen 
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you name them 


...We have them! 


Name the important men in the Chemical 
and Process Industries— the presidents, vice- 


presidents, general managers . .. works execu- 





tives, production managers, chief engineers 
GER directors of research, directors of plan- 

TION NAND vee search, I 
Z \erovve ning and development .. . chemists and 


chemical engineers. 





Yes, name them... and Chemical and Engi- 
VE 9 . 5 ne 
WORKS EXECUT! /\ neering News has them! 


..- because Chemical and Engi- 
neering News is the one maga- 
DIRECTOR OF RESEARCH zine that brings them complete, 
up-to-date news developments 
in the $85,000,000,000 Chem- 


ical and Process Industries. 


You reach 75,000 important men in these 
industries... important buyers and specifiers 
of the products you sell... at the lowest cost 


per thousand, in 
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CHEMIST 





. Everything For Somebod 





Something For Everybody. , 


( the complete newsmagazine, \ 
@ orld 


of the chemical w 


An AMERICAN CHEMICAL SOCIETY Publication 
Advertising Management: REINHOLD PUBLISHING CORPORATION 
330 West 42nd Street, New York 36, N. Y. 
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toon OUT, iim! 


Goodyear’s 


persistent promotion of the G.T.M 


deu drops got away 
General Electric great develop- 
ment advertising on silicones “Mh 
Friendly who ha 
for American Mutual 
continuity for the Hotels Statle: 


done so much 


the cartoon 


Don't you know how lucky you 


are to be in the business you're in” 
Don't you know that no matter how 
fat your pay check, what Uncle Sam 
doesn't get, you use up, so all that 

left at the end of the year are a few 
proots in your bottom desk drawet 
that you can pull out and read aloud 


to yourself and feel good all ove 


OK As Inserted . . This month we 
vive the nod to several outstanding 
writing job By some peculiar co- 
incidence, they all happen to be 
preads (not that we have anything 
goodness 


ayainst two-page units, 


knows). Anyway, here goes 

*% Aluminum Co. of America, with 
an OK AS INSERTED to writer HUGH M 
REDHEAD, account executive, Fullen 
& Smith & Ross, Cleveland, and his 
brainchild, 


[ 


Come Imagineer with 
We're cld 
imagineering” fans from way back 
World War II days 


a picture of what looks like an im- 


Sure we're biased 


This spread has 


portant laboratory testing operation 


Copy explains 


This leads into an across industry 


approach ie. “No matter what 
Then 
definition, the story 


and but 


your product through an 
‘Imagineering’ 
of Alcoa’s many spec ialists, 
tons up with the offer of a booklet 
“Road Map to a Better Product.” 

different field 


with this 


From a_ totally 


socks yet, headline 

‘Wonderful new things are happen- 
ning in DuPont Nylon The sock 
that fits everyone with complete 
comfort!” Here, try 


self 


some your- 


qoanvest 
Ove rte.erne bee 
wWweeooees 


| ae 


GENERAL SP eiectarc 


From there, into a strong nylon 
sales story, neatly nailed down 
* But now let’s jump over to the 
lumber business, and doff our WIS 
towards Weyerhaeuser. A product- 
identity campaign in this old-line 
field is truly something, and these 
folks are pounding away at it with 
You've seen these 
4-Square,” 


Then, there’s a straight 


high progress 
ads on “Weyerhaeuser 
were sure 
lead into the head, like so, 


“This 


nleans 


main 


name On lumber 


brand 


Well, so far as this spread is con- 


ae 
ALUMINUM COMPANY OF AMERICA v 











A Jenkins Publication... 


...in the 


Liquefied Petroleum 


Gas Industry 


Liquefied Petroleum Gas is America’s fastest 
growing industry, next to television . . .and the bulk 
plants are the volume buyers of equipment and ap- 
pliances in this industry. They represent 85% of its 
purchasing power. 

Bulk plants include piped town plants, and the sev- 
eral thousand Distributor-Dealers with L.P. gas 
storage facilities, who wholesale and retail bulk 
and bottled gas, equipment, and appliances. 
Distributor-Dealers with bulk plants have the facili- 
ties to supply both fuel and equipment to the large 
consumers ... the industrial plants, motor fleets, 
and agricultural users . . .and to supply the Bottled 


Gas Dealers with fuel for resale. 
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116 
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198 S$. Alvarade St., Los Angeles 4, Calif. 





Distributor-Dealers with bulk plants encourage 
multiple uses of L.P. giis and actively promote the 
sale of appliances and :quipment. 95% sell appli- 
ances, 49% promote, install, and service L.P. gas 
carburetion. 


Complete coverage of the verified bulk plants of the 
world is given ONLY by BUTANE-PROPANE 
News. Publishers’ Statements of June 30, 1952, 
show 6,398 B-P Netus circulation in the 4,601 bulk 
plants compared to 3,935 for the second publication. 


You get 62.6% greater coverage of the important 

buying influences in BUTANE-PROPANE News 
. . pioneer publication of the industry, with more 

than 20 years’ editorial experience in this field. 


15 the map, state by state. All have 
\ en been verified as of November 1, 
108 =——40 1952, by the continvovs BUTANE- 
~30 8 PROPANE News’ Industry Census. 
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4,601 Bulk Plants are distributed in 






Now in Standard 






Which Name Do You Pick 
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“STEECTORY me | 





to Get the Order 7 


Put yourself in your salesman’s shoes as he calls on a new 
prospect. Would you tell your story to the receptionist and 
ask her whom you should see? .. . or pick a name on the 
directory and hope you’ve guessed the right one? The 
point is that today’s industrial picture is full of hidden 
buying influences who have to be sold before your sales- 
man can get the order. 

You can give him that help by supplementing his per- 
sonal selling efforts with Business Publication Advertising. 
We call such advertising ‘“‘Mechanized Selling’ because it 
does for your sales organization what modern machines do 
for production. This high-speed, low-cost sales tool gets 
your sales message into the hands of the people who have 
a voice in buying decisions. Used consistently, it makes and 
maintains contact with prospects... creates preference for 
your product or service. 

When it costs so little to reach so many, it makes sense 
to delegate the initial steps in the manufacture of a sale to 
Business Paper Advertising... and permit the salesman to 
use his time and skill on making the proposal and closing 
the sale. 

Ask your McGraw-Hill man for a copy of our 20-page 
booklet, ‘“Mechanizing Your Sales with Business Paper 
Advertising.”’ 
nized Selling ... Blueprint for Profits,” which is available 


Also about our sound-slide film, ‘‘Mecha- 


for showing at sales meetings. 


M:GRAW-HILL 


McGRAW-HILL PUBLISHING COMPANY, INC. 


AN 330 WEST 42nd STREET, NEW YORK 36,N, Y, 


HEABAOBDARTITERS 








MECHANIZED SELLING 
HELPS YOUR SALESMAN 
BY CONTACTING THE MEN 

HE CAN’T REACH 


Authentic surveys show that three to 
six (and more) men-— in every manu 

facturing plant— have a voice in re« 

ommending, specifying and buying 
industrial products. Here’s proof that 
Business Publication advertising will 
help reach these men: 


92% HAVE BUYING INFLUENCE 
A manufacturer of chemical products 
surveyed portions of the subscriber 
lists of five Industrial Magazines. 
Asked: “‘Please check your influence 
on purchases.” 
51% reported DIRECT INFLUENCE 
41% reported INDIRECT INFLUENCE 


85% HAVE BUYING INFLUENCE 
Advertising Research Foundation 
asked readers of an automotive pub- 
lication the degree of their purchasing 
influence 

71% had DIRECT INFLUENCE 
14% made RECOMMENDATIONS 


643 companies” representing a cross sec 

tion of the metalworking industry re 

ported 2.87 executives controlling the 
ew production equipment in 


ent of these major buy 
uction and corporate 
men with the 

ind responsibilities as 82 ‘ 
etalworking publication’s paid sub 











The cock 


THIS CHARS MAME Om \umntE mreee 


that fitt everyone 


ors 


Controlled Kiln 
Key to Lasting Satis- 


ce rned it 
Drying the 
faction Several 


mean 
good pictures with 


on control, weighing, cool- 


back this 


captions 


ing, ete head up, main 


text develops it in terms of use 
sERTED to AL COLLE, 


Minneapolis 


benefit OK AS IN 


Alfred Coll Co 
® The 
half of its 
tural books is a 

New impact, 


beaucoup conviction, OK 


campaign G-E runs in be- 
kitchens in the architec- 
hands 


testimonial-backed 


winnet down 
Carries 
NSERTED to JOHN W 
Young 


who wrote 


HERDEGEN, 
& Rubicam, New 
York, “Why did 47 peo 
ple ru ‘Tl take it 
Well, if you want to 
text tells you 


AS ol 


copywritel 


sh out to say 
know, the 
because of the gen- 
layout in the 


erous G-E appliance 


kitchen refrigerator, washer, 
sposal, ef? the 


kitchen is 
first foot 


ironer, range, di 
works And 
where a woman puts het 
in a house And, 
long-term 


the cost for the 


because a 


under the new, 
mortgage arrangements 
whole shebang Is ho 
more per month than a_ typical 
phone bill 

And, finally, as we fade out like 
a Fitzpatrick Travelog, with the sun 
little 
new Skil Cor- 
Skilsaw) and Bos 
Farland & Aveyard, 


who wrote “The 


going down on out island, an 
OK AS INSERTED to the 
poration (nee 
BLACKBURN, Mac 
Chicago story of 
famous company sees fit to 
“Machine 
Against Muscle” as it is bannered 


Well 


writers 


why a 

a new name,” o1 
least we know two copy- 
who feel better after reading 
this month's column, yours truly 


The Copy Chasers 


fewtt 





Oy tL 


Why did 47 people rush out to say... \ lbp 








Machine 


Against Muscle 


THE STORY OF WHY A FAMOUS COMPANY 


Sets fF TO TARE A NEW NAME 


SKIL Corporation 





Po. , 
$ fF LAM 


{_- P ae 
Og. ss oN Br. g 
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WANTED! 


for further identification. 


D 
RIGHT HAN 
RIGHT HAND Ath FINGER 
RIGHT HAND 3rd FINGER 
R 
2nd FINGE 


You can't identify a “buyer” by his fingerprints, his title, or the way his name appears 
in a directory. Moreover, you can’t be certain of reaching the men you want 
with your advertising just because they are on a subscription list 


From the day you start your program, those “wanted” men may have passed away, 
secured new jobs, or been “fired”. The new men that take their places 


may not see your message for a year! 


How can your advertising avoid being a victim of the industrial mortality which yearly 


makes obsolete over 30% of the names on any list? How can you be sure 


that the message you pay for is reaching a live audience of men identified as buyers? 


eg m 
iacULATION BNO 





FRANCHISE © 


(c.C. A. Audited 


In many important markets, obsolete circulation is not a “necessary evil” 
because there is a method that delivers your advertising message only to 
authenticated buyers. It’s called “FRANCHISE CIRCULATION” (C.C.A. AUDITED). 
In each market covered by the publications listed below, there are local distributors, 
wholesalers or agents who know the buyers better than anyone else . 
because they make their living by constantly calling on these buyers! They not only 
know the names of the individuals but are immediately aware 
of any changes in plant personnel or needs. Through the FRANCHISE CIRCULATION 
methods these changes are reported and verified daily! No wonder 
FRANCHISE CIRCULATION produces exceptional results for advertisers 
it eliminates the unwanted names .. . delivers active buyers! 


Write for free booklet “How Franchise Cireulation Operates” 


INDUSTRIAL PUBLISHING COMPANY 


1240 ONTARIO STREET © CLEVELAND 13, OHIO 
Member C.C.A. 


OCCT VAY ECO EY pl ne oT BS : y Pp 
L ‘ Commercial , 1 PRECISION 
HAZARDS Refrigeration £ W ‘ — 
3 A -- a Bol OLDING 


No ovthenticoting ogents 
in this field. 





ditorially 


* 


How Good Is the Product? 


® Since it is generally agreed that 


Zreater competition lor sai during 


years, and that tew businesses w 


coast as they may have been able to do during 


past decade, it is Clear that tribution and 


Phe 


thie job to be done as if 


alt ai 


advertising wili carry a much heavier load 


tendenc y is to 


the 


talk about 


shouldered by 


chiet responsibility must be 
marketing 


While 


is also 


men 


this may be true in the final analy 


evident that sate and advertising 


depend in 


pel 


formance will large part on whethe 


the product i keeping pace with competition and 


with the 


requirements of use! New and im 


proved products are the order of the day, wheth- 
a household 


the 


er one is referring to an automobile 


appliance or an industrial machine, and even 


best selling and advertising may not be able to 


offset handicaps due to failure with 
the parade 

W. F 
Inc 


manager of hi 


Top Management 


to kee p up 


Valves 


ertising 


Edward 


formerly ad\y 


Crawford, president of 


who incidentally was 
commented recently in 
IM, “Many 
picture of thei 
field Furthe: 


tend to di 


company 
Forum of 
the 


top ex- 


ecutives dont know true own 


many 


the 


product performance in the 


production minded’ men miss 


Mie! 


concern 


obs ole 


justifiable Complaints of marketing 


ing product performance and marketing 
cence 

A comment of this kind suggests that complaint 
from the field 
should be considered ais 


operating problem, and g) 


regarding product 


performance 


more than a routine 
management at 


Natural 


deter 


ven the 
tention which thei 


ly, the 


importance justily 
significance of Complaints must be 


mined by those in charge of the -marketing ac 


tivities: of the company, and certainly sales execu 


nformation of this kind as to 


But 


tives can appraise 


its character and importance action, based 


on the company ability to redesign its prod 


the 


own 


ucts in interests of greater efficiency and 


economy, is indicated if it becomes apparent that 


the company competitive position has been 


t 
weakens d 


During the past several years, when large back 


' 
logs of orders and custome) 


accepted delivery 12 to 18 


Were commonplace, 
months 
orders, it has been only human nature to res 
a product selling without effort as entirely 
But 


have 


factory research laboratories and = desig: 


engineers been very busy and the 


popular product of the past few 


speaking 





trimming, unless similar study and research 


provided the 


the 


distribution 


Improvements necessary to 
demands of the field 
and 


with 


Sale advertising executives, 


touch the 


tantly in 


} 


an Dring 


experience of users, 
no more important news to management 
than that product improvement is urgent if buyers 
to be satisfied 


and desires will be the key to good promo- 


are And from now on, the buyer's 
need 


tion and successful salesmanship 


Merchandising the Advertising 
#® William B. Dixey, 


Electric 


merchandising manager of 
Trumbull department of GE, commented 
in the February issue of Advertising 
IM's 


industricl 


an article 


Requirements, new sister publication, that 


to distribu- 
the 


advertising 


merchandising 


tors’ salesmen gets considerable attention in 
thinking of Trumbull management 


While it is 


to send reprints of business publica- 


fairly commonplace for industrial 


advertise 
advertisements to salesmen and distributors, 


the latter's 


tion 


and to include salesmen in the mail- 


ings, there is an interesting addition to the usual 
the Trumbull which is 


promotion in program 


vorth emphasis 
‘To help our distributors and their salesmen 
the 
Mi 


of each 


inderstand importance ol business pape! ad- 


vertising, Dixey explained, “we ask the edi- 
which we place adver- 


letter 


mavazine mn 


to write a personal explaining the 


al policy of the publication, what Trumbull 
the distributo 


what gains in having an ad 


in his particular paper, and how this ad tends to 


influence the specification or sale of Trumbull 


products 
Most 
if requested, to supply material of this kind 


business publication editors would be 


‘lad 
for use in merchandising advertising to sales or- 
vanizations, distributors and others. Editors can 
their 


and indicate the kind of readers and im- 


interpret effectively particular policies and 
ervices 
pact their magazines have on the groups for which 
edited. This is 


of editorial cooperation, and in view of the 


are an entirely legitimate 


business editors, it would add a great 


value of promotion efforts intended 


horsepower to industrial advertising 
Dixey's idea 


Mi is both interesting and prac- 


tical, and since the real test of advertising effec- 
tiveness is at the sales level, anything editors and 
publishers 1 do to make it work better is worth 


while 





es its circulation 


as the world enters the 50th year of flight 


As the growing Aviation industry has shrunk the world in 
50 years to 5% of its size, American Aviation has all but 
doubled its circulation in this rapidly expanding business 
in a single year. 

American Aviation not only emerges dominant in air 
transportation, but covers the manufacturing field so com- 
pletely, that it is the No. 1 buy in the over all aviation 
market today. 


Wayne W. Parrish, Editor and Publisher 


Aviation 


@ Daily 
j eo © Bi-weekly 
Z ' ' - Month! 
Coming April 27 3 * pirtine Guide 
e @ Semi-Annual 
Annual Air Transport \ # Dacor 
“ @ Vaily 


Progress Issue tes, Troffic News 


Standard Statistical Reference ae 1025 Vermont Ave., N. W., Washington 5, D. C. 


of the Industry for the year. Advertising Offices: LaGuardia Airport, New York City 


Phone: ILlinois 7-4100 








We have always believed that sound and progressive design 
engineering is basic to continuing product leadership in the fields 
served by Clark products. In our constant search for new ways to 
make these products still better, we find that Product Engineering 
is a valuable source to new ideas in design-engineering. 


R. H. Davies, Vice President 
C. H. King, Vice President 
Clark Equipment Company 
Buchanan, Michigan 
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ee spearhead product development at Clark 


THEY READ PRODUCT ENGINEERING 


Preference for it... by design-engineering leaders 


everywhere in industry ...makes Product Engineering 





your basic medium in the Original Equipment Market 


Over 800 companies are currently building bigger 
markets for their products in the advertising pages 
of Product Engineering. They accept this magazine, 
on a basis of proved values and their own sales ex- 
perience, as the leading medium in the giant Original 
fquipment Market . . 
tising dollars and pages in it than are invested in any 


. and invest far more adver- 


other design publication. 

If you sell parts, materials, components, or finishes, 
Product Engineering is just as convincingly your 
most essential advertising medium . . 
only magazine edited for them to which more than 
20,000 design-engineers subscribe. 


. for this is the 


They pay to read Product Engineering because 
reading it pays them handsome dividends in in- 
creased knowledge and inspiration. Nowhere else in 
all the world can product-design engineers find so 
much information specifically useful to them as they 
find in this magazine’s helpful, far-sighted pages.* 


A McGraw-Hill Publication 
McGraw-Hill Building, New York 36 
DISTRICT OFFICES: Atlanta 3 * Boston 16 © Chicago 11 
Cincinnati 8 * Cleveland 15 * Dallas 1 * Detroit 26 


Los Angeles 17 * New York 36 © Philadelphia 3 
Pittsburgh 22 * San Francisco 4 


App 


In the giant Original Equipment Market, the se- 
lection of all parts, materials, components, and fin- 
ishes, used in the annual production of $100-billion 
of machinery, equipment and appliances, is made at 
Design-Engineering Headquarters. And you build 
sales at industry’s Design-Engineering Headquarters 
best ... and on the firmest foundation ... when you 
concentrate your advertising in Product Engineering. 
Ask our representative in the nearest McGraw-Hill 
office to give you all the clear-cut reasons why. 


*With introduction this year of the Annual HANDBOOK 
of Product Design, Product Engineering’s service to 
its readers takes another great step forward. The 
Annual Hanpsook will now be published each Novem- 
ber. Ask your Product Engineering representative to 
show you the Annual HANpsook of Product Design 
for 1953, and to discuss with you the important place 
in your 1953 advertising plans next year’s issue should 
occupy. 


AMERICA’S NEW PRODUCTS READ PRODUCT ENGINEERING 


/93 





advertising 


in business 


January volume 3.9°) (in pages) over 1952 


1953 








ae 


Grand total 


January pages 
Industrial group 1953 1952 


January ad volume up 3.9% 
with class group gaining 11.9% 
® JANUARY, 1953 was a good month 
for 261 business papers reporting to 
IM... with 1,254 pages over January, 
1952. But the 3.9°, increase was 
not as sharp as the past months of 
1952. (Jan., up 11.2%; Feb., 11%: 
Mar., 14.8°; Apr., 10.4°7; May 
1187; June, 10.3%; July, 8.4%: 
Aug., 7.9%; Sept., 9.79; Oct., 6.6%; 
Nov., 8.1%, Dec., 7.5%.) 

In January, 1953, the 26 class pa- 
pers showed their highest gain 
11.9°, or 275 pages in more than 
a year. The 18 export publications, 
however, were down 61 pages, o1 
45% Other gains: 154 industrial 
papers, up 3.2°7; 55 trade papers, 
up 3.27 and the eight product news 
publications, based on 1/9 page 


units, up 7.8°; 


January pages 
Industrial qrou, 1953 1952 
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IN 


HAILWAY AGE 
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PASSENGER TRAFFIC NUMBER 


..... improvements in railway passenger equipment, 
schedules, service and facilities. 


..... train routes and travel centers, points of public 
ay interest, vacation resorts. 





At the opening of the summer vacation and travel season 
RAILWAY AGE presents this [5th annual review of railway 
passenger services and traffic developments. This gives pas- 
senger traffic officers and interline ticket agents an oppor- 
tunity to study and review in advance passenger trends and 
improvements. 

The 1953 ‘edition will contain: (I) improvements in railway 
passenger equipment, schedules, service and facilities; (2) 
train routes and travel centers, points of public interest, 
vacation resorts. Glancing at a copy of the 52 edition, you 
will see that it is used with confidence by leading railroads 
to advertise their passenger services and equipment. 

The theme of this issue offers manufacturers an effective 
means for focusing attention on trains, equipment and prod- 
ucts that make modern passenger service possible. 














Remember — the final closing date is April 27th. 
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January pages 
Product news grouy 1953 1952 








January pages 
Class group 1953 1952 





Progressive Grocer 


Railway Locomotive & Cars 


Railway Track & Structures 


National Provisioner 
January pages 
Trade grou; 1953 1952 





Hardware Age 


Construction Equipment 





Milk Plant Monthly 


; Apparel Manufacturer 
january page 
Export grour 1953 1952 
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Shy or Doubtful? 


If you hesitate to spend what it takes to get first-class printing — follow the 
leaders in your field, who prove that it pays to plan for the quality reliably 


attained with the beautiful, uniformly coated papers from the Cantine Mill. 


C7 FZ (/) 
Lantine, Vode I, Y CU 


THE MARTIN CANTINE COMPANY, Saugerties, N. Y., Specialists in Coated Papers Since 1888 
Branches: NEW YORK and CHICAGO (In Los Angeles and San Francisco + Wylie & Davis) 
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“Change this! res... 


your 


OEM 
sales curve 


moves 


Out in Wichita an engineer drew his pencil through a word 
wu eee on the specification. 

f His attitude toward an old familiar material had been 
changed! He wrote in a different material that promised the 
improvement he was seeking. 

Soon the change was snowballing through a whole indus- 
try. A market gained for one material was a market 
lost to another. 

Throughout MACHINE DESIGN’s potent audience, ideas 
and attitudes are being changed more swiftly than ever 
before. /t’s more than a market— it’s a state of mind! 
Whether it’s for you, or against you, determines your sales 
future with original equipment manufacturers. 

You'll find this MACHINE DESIGN audience wherever 
the design function exists. It feeds on facts! That’s why you 
use the pages of MACHINE DESIGN —to supply facts 
that will develop a state of mind favorable to your product. 
What the MACHINE DESIGN audience thinks — vitally 
affects your competitive position—now—next year—and 
the year after. 


Machine Design 
The Penton Publishing Company, Cleveland 13, Ohio 


Wherever products are being engineered... 
you'll find key men reading 





agency, a little dubiously would 


Small space ads build customers 


an ‘nt be interested in such a 
account? ‘Were interested 
account,” said Harry Willis 

Harry G ili 7 i SOF lates 


that particular time were Glendale, Cal 





root-nhog account can 
lation This 
years thi method brought 
more than 400 regional custom- 1 the same principle 
com and we were also selling bush- as many impressions upon 
vall one ngs in Eastern territory like Rhode people as possible we are today 
bought Island, through distributor who using single-column ads, as small as 
nationally had ask r representation. Rhode » inche and quarter-page ads 
our line Island is the “sacred codfish” cente1 ; business publications 
the pro of the tool industry, and we took reaching the large tool-using indus 
company pride in s ing there Today w tries and the engineers who specily 
offer him have about 75 jobbers giving us bushings. The list includes Auto- 
national coverage. The small shop motive Industries, Aviat Age 
tome! ol in which we started has grown into Commercial Refr geration 
ive enough a modern plant, and our organiza- Conditioning, Industrial e? 
plant busy If tion now numbers about 175 people Purchasing Digest, Machine & Tool 
we could can Blue Fool Mill & Factory. Modern 
Start Promoting .. As soon as \ Machine Shop, Production Eng 
ment about. the could we began advertising on a neering and Mc nagement The Tool 
but figured that modest scale. We started with small Engineer, Tool & Die Journal, We 
number that pace in a few regional papers tern Machinery & Steel World and 
he vould tell Advertising pencils grew into an engineering college meeazine 
mouth advertis effective medium at that stage ) While we are still a small com 
he would we still use them in large quantities pany and new in the indu ry, and 
are cheap and useful. every- the width of a continent from. the 
things to offer him body accepts them, nobody eve major tool-using centers, we ar¢ 
our bushings wer throws a pencil away, and they last rated high for precision and serv- 
ecision and mate a long whilk We first adopted them ice, and we believe we have set 
certain) refinement as business cards A card is mis some standards for our industry 
appreciate and (2) placed; a pencil is kept, lies on a Advertising themes are aimed at 
at hand and could desk, goes into a pocket Printed specific needs of our type of buyers 


tomer Ina on out pencil were oul telephone and are centered largel 


t \ on oul 

competito! treet address and company slogan large stock which enabled us to 

Going through a shop, | give particularly fast service, even 

order is i hand them to mechanics r lear in the East far from headquarters 

ten. A ma them with principals To facilitate ordering, we have 
building an This led to packing a dozen o1 compiled and mailed out to tool- 

a custome! ol more pencils with orders They users a price list which Is also a 
built in a plant vould be passed around. To keep working manual for simplified or- 
production them outside of por kets we added dering Drill bushings have been 

This machine will a clip, with the siogan on a button ordered by symbols so long that it 
dollar worth of All told, we probably have dis has become traditional More than 
itil the tributed 100,090 pencils to date, and 3,000 symbols are used by eight 

wanted “yester we believe that, for a small inve: ther competing manufacturers. We 
Beside being close ment, they were effective believe that symbols are often mis- 
Ina position to fill Pencils woke us up to the value understood and confusing We ask 
by types and 


due t as management Back rat dimensions. The manual gives com- 


tock to heat treat ot advertising to the shop as > customers to ordet 


existed order there will be more than plete conversion tables by which 

short while ; r war id purchasing agent and engineer, and other manufacturers’ symbols can 
The experience that can from company head mavbe a dozen be converted into Ace specifications 
as so valuable that befor persons, including mechanics, who This is one of those controversial 
everybody was tak a hand hould be reminded about youn technicalities in tools, like the met- 

the “cold turkey all We had product and company ric system. We are on good terms 

all been production men, needin; When our advertising appropria- with all of our competitors, so the 
no sales department. Now we got tion rose to about the pay check manual is not a reflection on any- 


acquainted with our “consumers,” of one mechanic we turned to an one just our way of simplifying 
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Pin-point Coverage of CONSTRUCTION NEWS MONTHLY 


in the Lower Mississippi Valley — 6. 7 ( 














Other 
States 674 


Construction News Monthly is the Advertisers’ Best Buy in the 


Lower Mississippi Valley 


Construction News Monthly and Construction News (Weekly) pro- 











vided far more information to the construction industry during the 
past year than any other publication in this area. 


* 

Last year’s (1952) contents show: ( 1 1 

1.419 photographs, including pictures 0 Nn S ru E 0 i 
of 1.503 identified personalities 

19,211 column inches of news reports ews Nl Th 

1.118 pages of advertising, including On ! 


582 in color 
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orders. The manual is eight pages 
815x111”, in three colors 

That part of our method pertain 
ing to 100 replaceable nearby cus- 
tomers, not too large, has worked 
out well, and so has our modest ad 
The chief difficulty we 
have experienced is that our adver- 


More 


than once the results have moved 


vertising. 
tising has been going too fast 


ahead of our production facilities 

Our original management com 
mittee has grown, too. It now con 
sists of seven department heads. At 
weekly meetings we deal with cur 
rent problems, and every three 
months project the output of each 
department for the coming quarte: 


With 


each should do, based on past pet 


reliable estimates of what 
formance, it is possible to check 
one department against others, and 
mmediately discover any lag, for 
correction 


Rubbing 


“brass” has been such a good thing 


elbows among. ou 
for the business that we carry it 
on down the line 

Every 
which 50 to 80 employes gather fo 
discussion We 


gram, no indoctrination, none of the 


week there is a lunch at 
have no set pro- 


suspicion of “what are they trying 
to put over now?” There is no 
obligation to attend, which accounts 
for the variation in size of groups 
from week to week. Men who work 
in different departments, and have 
mainly working contacts, get the 


chance to meet, and know each 


other. It is a lubricant. The com- 
pany picks up the check 

There is also a monthly evening 
time) at- 


tended by an average of 100 em 


meeting, (on company 
ployes. This started out as a “beef” 
session, in connection with a sug 
gestion box. Anybody who had a 
complaint ov criticism could put it 
in the box anonymously or bring it 
up in meeting. Eventually we ran 
beefs 


ing to call attention to good work 


out of and used the meet 


of departments or individuals 
Now we call these our “mud and 
roses” SESSIONS 

We are a happy organization, and 
also a tithe-paying one about 
10°;, of gross earnings is contributed 
to public causes. We believe this 
reflects an organization spirit re- 


sponsible for much of our success 
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How ad methods help show exhibits 





spent your company’s money well 
and wisely 

Finally, you can learn some things 
about position from the experience 
of magazine advertisers 

Contrary to much popular think 
ing, position in advertising is of 
minor importance compared to what 


All reliable mag- 


azine research shows that ads placed 


an ad has to say 


well toward the rear of a magazine 
will be just as thoroughly read as 
if they are worth 
helpful 


those “up front” 
reading and that the 
quality of an ad is far more im- 
portant than its physical position 
The exhibit 
cited clearly demonstrates that this 


research project I 
same principle is applicable in your 
business In this study of traffic 
through the booths of nine office 
equipment manufacturers, the phys- 
ical location of the exhibitors 
seemed to have little significance in 
the number of show visitors at- 
tracted “How 


important is space location? Al 


Says the revort 


lowing for a few obvious “dogs” all 
space seems good. It’s not the space 
itself, but what’s done with it that 
matters.’ 

Just as in space advertising, you 
should devote 


exhibit designers 


much less time toward garnering 
the supposedly premium show areas, 
and spend this time, instead, on the 
much more productive job of mak- 
ing the best possible functional use 
of the space you do get. wherever 
in an exhibition hall it may be. The 
fable of the better mouse trap again 
recalls itself for all to heed 

In summary, you have unlimited 
opportunity to be thoughtfully cre- 
ative in this great field of exhibit 
ce sign 

New, lighter, and sturdier mate 
rials are available to you in abun 
dance and have to date been rela- 


tively unused 


Try TV .. Possibilities of closed- 
circuit television have been scarcely 
touched yet television may well 
offer you one of the best methods 
of demonstrating your products 

of bringing your factory and its pro- 


duction processes into an exhibition 


hall for all to see and admire 

The proper use of sound repro- 
duction in convention exhibits is in 
its infancy, and much work can still 
be done to make it easier and pleas- 
anter for people to get your prod- 
uct story, in large numbers, and at 
one time 

One-shot exhibits cheap to 
buy, easy to erect, quickly disposed 
of at show closing time have 
much to recommend them, and cer- 
tainly they deserve your close at- 
tention 

Few exhibits are today intelli- 
gently planned to control the flow 
of traffic through them Yet to so 
plan your exhibit that the cus- 
tomer is led logically through 
your product story, start to finish 

and with the “finish” always at 
a point where he can logically be 
asked to buy seems to me a great 
challenge in exhibit design 

Do your job well make yout 
product story sing get the user- 
benefit 


approach into everything 


you do and I suspect the days of 
the model with the plunging neck- 
line will write their finis in you 
business. Frankly, there is no prod- 
uct you can show me so wonder- 
fully intriguing and masterfully de- 
signed as the lovely young lady of 
shapely calf and curving torso who 
pins a boutonniere in my lapel, or 
coyly suggests I play a game with 
her at your counte I love het 
dearly too well, I am afraid, to 
have the slightest interest in any 
other product you may simultane- 
ously have on display 

The use of her, or any other de- 
vice extraneous to the actual sale 
of your company’s products, is to 
me an admission that you question 
your abilities as an exhibit planner 

She, and the other gags so com- 
mon to present-day exhibits, seem 
to me to have no place I say 
apply the general lessons that all 
advertising media and advertising 
teach us are of true 


Concentrate 100 on 


experience 
sales worth 
the job of making people want to 
take away what you have to sell, 
and the future of exhibit design 


and operation for you is bright 





Here is the market... 


The Electric Power Industry 
will spend $3,500,000,000 


for expansion in 1953 


These are the buyers . . . 


There are 14,500 KEY MEN 
who direct 
the power industry 





This is the magazine .. . and Powel 


; the ONLY magazine 
serving: the 
Electric Power Industry 

EXCLUSIVELY 


1836 Euclid Ave., Cleveland 15, Ohio 
101 Park Ave., New York 17, N. Y. 
22 East Huron St., Chicago 11, Ill. 
West Coast—McDonald Thompson 

San Francisco—los Angeles—Seattle 
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romotion 


comment on catalogs 


exhibits / motion pictures 
/ 





booklets / direct mail 


slide films / sales helps 











need 


the corrosion resistance of staimless 








Speaking the Language. . 


Crucible learns customers’ 


trade lingo for booklet series 


® A RIFLE SHOT marketing campaign 
is scoring bulls-eyes in seven differ- 
ent industries for Crucible Steel Co 
of America, Pittsburgh 

The campaign Is a series ol book- 
lets designed to show specific uses 
of stainless steel in the food proc- 
essing, dairy, meat processing, 
brewing, chemical processing, tex- 
tiles, and pulp and paper industries 
Each booklet is specifically aimed at 
the industry it deals with, and both 
copy and illustrations employ the 
distinctive language and equipment 
symbols of the specific industry The 
booklets originally were distributed 


to leaders of the seven industries 


and now are being made more wide- 
ly available 

Common to each booklet in the 
series is the story of stainless steel 

its advantages for certain opera- 
tions, how savings can result from 
its use, and Crucible — technical 
know-how that can help in solving 
industrial production problems 

Thus Crucible tells its story 
essentially the same story but 
with specific applications to specific 
industries 

Each of the seven industries writ- 
ten about thus far was studied by 
a team composed of representatives 


of Crucible’s metallurgical and 








Leads from N.E.D. help to sell them all 


If industry uses your product, N.E.D. can help to sell it 


This is not an idle claim. It is backed up by the testi- 
mony of 5,927 industrial officials who reported on 
2,488 completed purchases and 6,429 pending pur- 
chases. Every one of these sales developed from an 
inquiry produced by New Equipment Digest. The prod- 
ucts bought ranged from capital equipment costing 
66,400 Si 
COPIES 


(total 


thousands of dollars to small maintenance items 
distribution) 


alert advertisers are turning to N.E.D. For the seventh 
200,000 consecutive year, a new record for advertising carried 
READERS has been established. But more important than that— 
in 40,209 


Because it produces results like these, more and more 


the volume of sales leads produced has grown even 
PLANTS 


faster than the volume of advertising 


A PENTON PUBLICATION 


cca 3 er 


1213 West Third Street 
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sales departments, the company’s 
advertising department, and its ad- 
vertising agency, G. M. Basford Co 
New York 

Field trips were made to the most 
modern plants of each industry, lit 
erature of the industry was studied 
and the exact terminology and sym 
bols of each industry were classi- 
fied. This material was leaned on 
heavily by artists and writers in 
adapting each booklet to its specific 
industry 

Crucible did not go overboard in 
its claims copy points out that 
stainless steel is “no cure-all in 


its rightful places, stainless does a 


V 


THIS 18 DUPONT 


THE STORY 
of 


SAFETY 


WMA 


Westinghouse brings training 

to local distributors 

traveling school is 
Westing- 


house air conditioning products 


A three-day 
helping distributors — of 
Conducted by a _ headquarters 
team, the traveling school of West 
inghouse Electric Corp.’s air condi- 
tioning division is visiting 10 stra 
tegic locations throughout the coun- 
try Representatives of the divi- 
sion’s distributors in the meeting 
areas are being invited to attend 

Subject matter covers every phase 
of air conditioning, and materials 
used include visual aids, films and 
slides, work sheets and specially 
prepared reference chapters on each 


subject. 
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bette: job and costs less to buy, 
fabricate, use and maintain than 
any other commercial material.” 
Each of the 8'%x11” booklets is in 
color Each contains a table spec- 
ifying “adequate but not extrava- 
gant stainless alloys” for the par 
ticular industry, and each describes 
Crucible’s production and research 
facilities .. designed for use “by and 
for customers” .. and lists Crucible’s 
branch offices and warehouses 
Additional booklets are planned 
for additional industries. The series 
was prepared with the cooperation 
of the sales and advertising depart 


ments of Crucible and the agency 


ANOTHER SELF-INDEXING, 
SELF-HEADLOCKING NEWTON 


satan BED rureer... “HEX HEAD’ 


eee eeetestes 








A K TOO. COMPANY | 


Glossy prints are new type 
of direct mail technique 


Super gloss photos are being used 
as mail pieces by some industrial 
advertisers What the advertiser 
does is prepare a proof of a mail 


piece, including art (photos or 
drawings) and copy in sharp black 
print But instead of having the 
piece printed, the advertiser takes 
a picture of it and sends out gloss 
prints as the mail piece 

The glossy, which reproduces the 
full range of white, grays and black, 
gives a good picture of the product 
advertised and fresh, 


clean look 


contrasts and the 


presents a 
because of the tone 
finish, 


glossy 


which will not show smudges 01 


fingerprints The 8x10” photos can 
be used in salesmen’s kits as well 
as direct mail. One limitation is 
that color cannot be used. Quantity 
Photos, Hollywood, has initiated the 


service 


Opinion survey given 
Marxian (Groucho) treatment 


Marx (Karl) would have issued 
a ponderous blast at anything as 
capitalistic as a “stockholder opinion 
survey, but Marx (Groucho) re- 
sponded with a sweet “S.W.A.K.” 
and six little crosses 

Groucho is a stockholder of Pit- 
ney-Bowes, Stamford, Conn and 
his replies to the company’s 1952 
stockholde1 


causing chuckles among the 7,500 


opinion survey are 
common stockholders 
Questions asked in the opinion 
survey covered the extent, duration 
and purpose of the stockholders’ 
stock ownership, opinions about the 
company’s financing and dividend 
policies Opinions about manage- 
ment and the company’s employe 
plan, and 


profit-sharing opinions 


about the information program 
The findings are presented in a 14- 
page booklet distributed to stock- 
holders, customers and employes 
A box offering Groucho’s facetious 
replies brightens the otherwise 
dead-serious presentation 

What factor influenced him to buy 
Pitney-Bowes stock? 

“The wind was from the North,” 
replied the comedian 


Asked if he 


besides Pitney-Bowes, Groucho re- 


owned other stocks 


sponded, “Two dry wells in Texas,” 
while his opinion of present man- 
agement was given in two brief 
words ‘good golfers.” 

Groucho by-passed common and 
preferred stocks and similar ortho- 
dox methods of financing growth 
and submitted an alternative meth- 
rd ‘benk robbery.” 

In a foreword to the booklet, Wal- 
ter H. Wheeler, Jr., 


president, said that one benefit of 


Pitney-Bowes 


the survey was the discovery that 


a large number of stockholders 
showed little understanding of the 
proportion of earnings paid out in 
He said 


that in the five years, 1947 through 


1951, Pitney-Bowes had paid out 


dividends in recent years 


58’; of its net profits in dividends, 








THREE | “vo 222’. 


van ... that the $3,000,000,000 research 
ie market provides a tremendous poten- 


tial for the many manufacturers of 


i \\ analytical and plant control instru- 
D O L L A Pd Ay’ ments, laboratory equipment and 
\\ apparatus, reagent and specialty chem- 
HY | icals, component parts for instruments. 


RESEARCH 


And it’s just as easy to see that the 
really important men in these labora- 
tories are the analytical and control 
chemists who read ANALYTICAL 
CHEMISTRY ...the men who do the 
specifying and buying for the bulk of 











equipment and materials used in the 
research laboratories. Your products 
command attention in ANALYTICAL 
CHEMISTRY, for its advertising pages 
are “showcases” for manufacturers 
who sell to the research market. To sell 
the laboratories, sell the men who buy 


...the men who read — 


ANALYTICAL 
CHEMISTRY 





sells the 3 billion dollar 
research market 


An AMERICAN CHEMICAL SOCIETY Publication 

Advertising Management: REINHOLD PUBLISHING CORPORATION 

330 West 42nd Street, New York 36, N. Y. 

CHICAGO ¢ CLEVELAND e SAN FRANCISCO e LOS ANGELES ¢ SEATTLE «© DENVER) ¢ DALLAS 
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We quit playing 
DON QUIXOTE 


concerned about was the value and use 
made of the material that was in the 
magazine, together with the skill with 
which it served its field. 


They say confession’s good for the soul, 
so we've decided to make a clean breast 
of it. 


We, like Don Quixote, have wasted 
a lot of valuable time tilting at wind- 
mills. In our case, the windmills were 
the circulation methods used by other 
business magazines. 


But in April, 1951, we woke up to 
the fact that the method used in getting 
a magazine to the people who could 
benefit from it was actually of minor 
importance to either its readers or ad- 
vertisers. What they were both really 


So, we invited publishers using a dif- 
ferent circulation method to bury the 
hatchet and join with us. Together, we 
would redirect the money, time, and 
effort we’d been wasting, harassing ad- 
vertisers with a matter of little interest 
to them, to the improvement of our 
publications’ services. 


The results that attended this invita- 
tion amazed us. Within but 23 months, 





the membership of NBP mushroomed to 
147 publications, with an aggregate cir- 
culation of more than 3 million copies. 
In fact, National Business Publications 
now has substantially more publication 
members than any similar magazine 
group in the world. But, of even greater 
interest, our members with paid and 
unpaid business magazine circulations 
are the best of friends, working together 





in complete harmony —to improve their 
magazines—to deliver an ever-increas 
ing value to their readers and advertisers 


to sell the Business Press. 


In short, we’ve learned the hard way 
that it’s much more pleasant and profit- 
able to unite on the things that really 
count than to tilt with competitors over 
imaginary differences. 





First for the Business Press 


NATIONAL BUSINESS PUBLICATIONS, 


WASHINGTON 5,0. C. * STerling 3-7535 


1001 FIFTEENTH STREET, N. W. 


The national association of publishers 
of 147 technical, scientific, industrial, 


professional, merchandising and marketing 


magazines, having a combined circulation of 


3,440,542 ... audited by either the Audit 
Bureau of Cireulations or Controlled 


Circulation Audit, Inc. ... serving and pro- 


INC. 


moting the Business Press of America 
bringing thousands of pages of specialized 
know-how and adverti “ng to the men ho 


/ / 


make decisions in the businesse ndustrie 


SCIENCE and profe “210Nn8 . pinpor nhing 
your audience in the market of your choice 


W rite for comple telistof N BP public ation 
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compared with 38°, for U.S. manu- 
facturing companies generally, yet 
more than half the 


shareowners believe the proportion 


company’s 


has been less than 50°, a fourth of 
them believe it has been less than 
30°;, while 17°; didn't know or 
answer. The survey and the book- 
let help to set the stockholders 
straight 

Kighty-five per cent of persons 
replying to the survey voted the 
company’s annual report either “ex- 
cellent” or “good.” 

Not so Groucho Marx 

“Tops in fiction,” was his com- 


ment 


Cimcool rings the bell 


Cimcool’s latest mail piece rings 
the bell in two ways. It tells the 
story briefly and it tells it to the 
accompaniment of a one-inch metal 
bell 

The gimmick is attached to a 5x9” 
card that carries the sales message 
and can't be lifted or moved without 
a persistent attention-getting jingle 

Cimcool is the trade name for cut- 
ting oils of the Cincinnati Milling 
Products Division of the Cincinnati 
Milling Machine Co 


Calculator pushes use 
of standard fasteners 


To encourage manufacturers to 
use standard rather than special 
fasteners, Standard Pressed Steel 
Co., Jenkintown, Pa., is offering an 
easy-vision screw calculator 

The 642x3” calculator includes a 
plastic envelope and a sliding card 
that quickly identifies all dimen- 
sions for a standard screw of given 
diametet 

Dimensions that can be found by 
the calculator include screw diam- 
eters, size of the socket in the head, 
diameter of the head, height of the 
head, length of the screw below the 
head, dimensions of thread pressure 
plugs and a listing of all drill sizes 
from No. 80 to one inch and their 
decimal equivalents 

The calculator is being distributed 
to customers by direct mail. 


10 / Industrial Marketing 


Tool manufacturer saves space 


with new packaging method 


Space savers are corrugated boxes 
made by Hinde & Dauch Paper Co., 
Sandusky, O., for Fayette R. Plumb, 
Inc., St. Louis. For the first majo 
change in packaging methods in 25 
years, this mechanics’ hand _ tools 
manufacturer has adopted new 
boxes for shipping and storing axes 

Two axes are packed in the bot- 
tom of the box and two in the lid, 
and are held securely by interior 
packing pieces taped to the box 


Result 


and axes kept clean while in stock 


Saving of storage space 


Company, product identification is 
in black & red on cover 





f 


fas on this sample to your Chief Lnqinece, 


Pesiqn Engineer and Fuvchasing hents. SH Foe, Mors Po 


Industrial Sample .. 


impie { the 





Buy them from your 
industrial Distributor 


mee etm 


Pocket calculator . . «: 


produc { Standard 





PRE-INSULATED 


SOLDERLESS TERMINAL’ 


by using it—one stroke of a 
press, one stroke of a tool, 
and your complete installation 
job is done. No need to stock 
terminals and tubing! 

One operation gives you a com 
pletely insulated connection! 


Manutactured by 


AMP. 


Aircroft-Marine Products inc. 








here's how to put FOUNDRY 
to work for you 


The foundries of America do a $5,000,000,000 business annually 
... but more important than that, they are a mass production industry 
chewing up mountains of raw materials and supplies. . . and wear- 
ing out equipment so fast that they represent one of the greatest 
replacement markets, per plant, of any industrial classification. 


If you want to dig into this market and see what possibilities it has 
for you, put FOUNDRY to work. We have compiled a great deal of 
foundry marketing and selling data which is available to you. 
Some of FOUNDRY’s major sales aids are described at the right, 
but if you have some special problem, drop us a line. We'll be glad 
to see if we can find the answer for you. 


It's Time to Sell to Foundrymen 


WHEREVER METALS Mm ARE CAST 





FOUNDRY MARKETING 
GUIDE 


Contains an Aflas sec- 
tion defining the con- 
centration of foundry 
capacity, production, 
and employment in 
96 marketing areas. 
Has State section de- 
voted to analysis of 
foundry capacity and 
employment in each 
of the United States and Provinces of 
Canada. Includes comprehensive list of 
Foundry Supply Houses and Agents. An 
outline Foundry Market Area map facili- 
tates user-analysis of own sales potentials. 


PENTON'S FOUNDRY 
DIRECTORY 

A geographical list- 
ing of all foun- 
dries giving names, 
addresses, metals 
melted, melting equip- 
ment used, and 
departments oper- 
ated. It lists every one 
of the more than 
5,000 foundries in the U.S.A. and Canada. 
Cost, $75.00. 


FOUNDRY DATA FILE 


‘This is The 

Foundry Industry” 

presents new facts 

about this market, 

its growth, its 

future and its 

coverage by 

FOUNDRY. Com- 

~ plete information 

on circulation, readership, editorial, and 
mechanical details. 


Other Special Services 
NEWS LETTER 


—containing news and ideas on sales 
planning for those who sell to foundries. 
Now in its l]th year of publication. 
Would you like a sample copy ? 


SPECIAL MAILING LISTS 


of foundries based on various statistical 
breakdowns can be provided from 
FOUNDRY census records. This service 
is available to regular advertisers. 


MARKET SURVEYS 


on the use, application and market 
potentials of products used in foundries. 
We invite you to consult with us on any 
marketing problem you may have. 
The information you need may be 
readily available. 


Reaching every foundry employing over 50... and 86% of all others /A Penton Publication, Penton Building, Cleveland 13, Ohio 


February 1953 /an 





management 


forum 


a monthly im feature 


A monthly discussion 

in which industry s top 
executives talk frankly about 
management policies 

dealing with current industrial 
marketing, selling 


and advertising problems 





Packaging of industrial goods is 


getting better .. management tells how 


Are industrial manufacturers packaging their products more carefully for display value? 
Or is product display considered too insignificant a factor to bother with in industrial sell 
ing? To spot the trend and learn what individual manufacturers are thinking and doing 
in this field, Industrial Marketing asked top executives in many different industries these 
questions: How important is the packaging of your products? Have you redesigned any 
of your packaging lately? What were the advantages of the new design? Have there 
been any noticeable results? 


Here are the answers of top executives: 





When a big new power sweepe: 


is unpacked, who sees it first? Well, 


for a plant manager himself to be 


. 


god oddly enough, it is not uncommon 
—_ 


Lloyd Hale 
; n the neighborhood. By accident? 
Perhaps; but don't underestimate 
the pulling powel! of a new plece ol 
labor-saving equipment! It has just 
® 10 MANY people the packaging of as much appeal as Junior's new 
a power sweeper, floor machine, roof electric train under the Christmas 
scraper, or similar equipment for tree .. only more so 
industrial use may seem of scant To a plant manager, to mainte- 
importance nance workers, to safety engineers 
But we think it is most essential and others who see a new sweep- 
and well worth study and improve- er for the first time the first im- 
ment. Because packaging of a $2,000 pression counts to a remarkable ex- 
power sweeper weighing 1,000 tent. So we take special pains to 
pounds has t as much sales im see that the machine looks “factory 
portance and display value as an fresh” when uncrated 
attractive package for a consumer This means careful anchoring so 
product the machine won't. shift during 
Take the all important matter of travel; use of cushions under strap- 


irst impressions ping to prevent damage to paint 
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built-in tracks or ramp planking for 
easier unloading; use of high grade 
lumber with plenty of braces so the 
machine arrives undamaged and in 
original alignment 

Then, chiefly for its display value, 
we usually envelop. the entire 
sweeper in heavy dust-resistant 
paper, tightly stapled to the base 
of the crate This not only helps 
keep the machine clean and attrac- 
tive, but also has, we hope, a favor- 
able. psychological effect on the 
“audience” during the  uncrating 
process 

This packaging care is doubly 
helpful as a sales tool since one of 
our factory representatives is usual- 
ly on hand to install the equipment 
and train operators in its use 

We use equal care in packaging 
small equipment Revo-tool cutters 
for naval use are packaged in wrap- 
around cartons and colorfully la- 
beled on three sides for convenient 
storing, better identification, easie: 
reordering 

We have similarly improved ou 
packaging of floor treating materi- 
als Labe] colors have been Sse- 
lected for high visibility in poorly 
lighted areas Label borders con- 
sist of alternating bands of deep 
blue and yellow. Then, no matter 
what portion of the label is visible, 
the package is readily identified as 
containing a Tennant product 

Not long ago we employed a pack- 
aging expert to review our methods 
and suggest improvements. This is 


a good practice, we belie ve, and one 





that should be repeated. In this 
way our packaging methods can be 
kept up to date and effective as an 
aid in customer relations and sales 
promotion. 


We believe it pays. 


James F. Lincoln 


® puURING the past 50 years industry 
has made progress in manufactur- 
ing that would be beyond even 
imagining if we had not seen it. 

We have not, however, made any 
progress worth mentioning in the 
area of distribution. 

The result is that the cost of dis- 
tribution is higher than the cost of 
manufacturing. We pay more to 
have goods delivered to us than we 
do to have them made. The next 
great step forward by our economy 
in raising the standard of living will 
be made by reducing the cost of 
distribution. 

The function of packaging is one 
of distribution. Therefore, reducing 
the cost of packaging and improv- 
ing its efficiency are steps in this 
direction 

Although we sell the majority of 
our welding equipment through our 
own sales engineers directly to the 
consuming industry, we consider 
packaging of our products impor- 
tant and are constantly changing 
these packages. We package equip- 
ment ranging in size from welders 
weighing several tons to parts and 
electrodes of less than a pound. We 
have changed all of our packages 
several times during the last 10 
years 

Display value of packaging, how- 
ever, has been a small consideration 
in our changes. Our primary con- 
cern is to reduce the cost of pack- 
aging while improving its service- 
ability. The savings we pass on to 
our customers 1n lower prices 

We have gone from wood to paper 
or combination wood and paper 
packages for all of our welders ex- 
largest We have 
saved approximately $13,000 and ex- 


cept the very 


The welder 


can be stored more efficiently and 


pect to increase this. 


still kept clean, and it arrives at the 
customer in better condition at less 
cost. At the same time we put some 
color into the package and use the 
available space for giving the con- 
sumer information. 

Small parts such as bearings have 
been packaged in special Lincoln 
boxes and in consumer-use lots 
This permits better identification 
and more efficient merchandising by 
the service shop and assures better 
bearings reaching the consumer. 
Sales of 
something like 507, 


bearings have increased 
allowing more 


economical purchasing on our part 


W. W. Davidson, Jr. 


¢ 1¢ 


® AS A MANUFACTURER of offset 
printing equipment, we offer a com- 
plete line of lithographic inks and 
supplies. Increasing competitive ac- 
tivity in this field continually points 
up the importance of maintaining 
effective procedures for marketing 
our supply line. 

High among these marketing con- 
siderations is the value of selling 
Our inks 


and supplies are sold through dis- 


under a distinctive label. 


tributors and factory branches in 


the U. S. and abroad. 
tant, therefore, that our labels be 


It is impor- 


attractively designed so that we may 
benefit from repeat orders gained 
through reputation We feel that 
our labels must be sufficiently dis- 
tinctive so that a buyer will im- 
mediately recognize our design as 
one in which he has confidence 

To fully benefit from this phi- 
losophy we asked a style specialist, 
Henry Dreyfus, to design a new la- 
bel for Davidson inks and supplies 
This new, eye-catching design be- 
came the label of our supply line 
several months ago. It consists of 
a single basic design cleverly 
adapted to several container sizes 
and shapes 

One phase of this new label pro- 
gram saw us returning to the use 


of a group of supply trade names 

orite;” for example, 
Etchorite, and Wash- 
orite; which over the years had 


ending in 
Damporite, 


built up a strong customer recog- 
nition value. When our use of these 
names was played down some time 
ago, we discovered their importance, 
since many old customers continued 
to order by these names. We felt 
that this reputation should be con- 
tinued. Consequently, we re-empha 
sized those trade names to augment 
the new design when we introduced 
our new labels 

In the short time during which 
these labels have been used, we 
have received numerous favorable 
comments from our distributors, 
which are a reflection of increased 
We believe 


the simplification and improvement 


sales volume for them 


of our label design has been a sig- 
nificant forward step in the develop- 
ment of our sales program. For. us, 
it completes an effective integration 
products with 


of quality potent 


merchandising techniques 


Richard R. Higgins 


Ker 


® ONE RAPIDLY growing segment ol 
the Kendall Co. is the Polyken In- 
dustrial Tape Department of the 
Bauer & Black Division. This de- 
partment distributes pressure-sensi 
tive adhesive tapes to a multitude 
of industrial users 

Until recently the only items in 
our Polyken Industrial Tape line 
which have been individually pack- 
aged have been sample rolls of tape 
Our regular production items are 
shipped bulk in corrugateds 

Obviously, it is important that a 
sample create a favorable impres 
sion. With this objective, our sam 
ple cartons have followed as closely 
as practicable the principles of good 
display prominent brand identi- 
fication, ease of product identifica- 
tion . family design quick eye 
appeal 

However, because the same carton 


is used for samples of many differ- 
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ent tapes with varying specifications 
we have not been able to include 
pecific sales appeals 

Recently we have started to move 
into a field with a specific group of 
tapes that will be sold in individual 
rolls over distributors’ counters as 
well as in bulk 

We have approached the packag- 
ing of this line as carefully as we 
would a fast turn retail item to be 
old in high ‘traffic 


The package design incorporates a 


retail outlets 
the foregoing principles plus specific 
ales appeals In addition, the 
dividual packages will be displayed 
in a colorful display packer to fa 
cilitate over-the-counter sales 
Broadly 


packages must first be 


peaking, our industrial 
functional 


2 


sJeyond that, they should have as 


much eye appeal and sales appeal 
as the nature of the package and 
cost limitations will permit Our 
packages are our final ambassasor 

of good will as such they must 


create the best Impression possible 


Jack Frye 


® GENERAL ANILINE & FILM CORP. has 
put great stress on packaging and 


design of its products, particularly 
in the last two years 

With a wide diversity of products 
and many fields in which they are 
sold, it was determined essential 
that some easily recognized identi 
fication be de veloped to tie togethe: 
all divisions of the company 

The importance of a good signing 
device cannot be overemphasized so 
far as our company is concerned 
with such product diversification as 
Ansco cameras, film and other pho 
Ozalid 


sensitized 


tographic supplies; repro 


ducing units, papers 


chemicals, detergents and dyes 
(General Aniline is the largest pro 
ducer of high quality dyes in the 
U. S.) 
Marketing 


products are obviously as diversi 


channels for these 


fied as the products themselves. Fo 


this reason we continuously strive 
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This is Inland’s stand: 


INLAND STEEL COMPANY 








to coordinate the design of various 
product: and containers, which the 
retail, wholesale and industrial cus- 
tomer sees, uses and by which he is 
influenced 

To accomplish this objective two 
common  denominato! of design 
were developed by Raymond Loe WS 
Associates, our design consultants 

One was a new GAF monogram 
with good memory value and which 
could easily be read at large scale 
and does not lose its definition when 
reduced to letterhead size 

In conjunction with the mono 
gram, a “GAF red’ 


and chosen as the master color fo 


Was de veloped 


the corporation. It is a color of high 
visibility and has excellent mass dis 
play characteristics 

With 


elements available, the 


these two strong desigi 
problem ol 


presenting a coordinated picture to 
the public was simplified. We have 


for instance, chemical tank cars that 
are painted the GAF red and also 
carry in bold white letters the 
new GAF monogram The same 
motif has been carried out on all 
delivery trucks, trailers, water tow- 
ers and other exterior signing areas 
as well as on drums and other dys 
You will find in 


retail markets Ansco camera boxes 


stuff containers 


in the distinctive red which insures 
impact from mass di 
Ansco’'s Tri-Film Pack, in 


three rolls of filn v1 hermetically 


which 


sealed: and the new desk model 
Ozalid 


have been developed as a result of 


machine, the “Ozamatic,” 
this program. The film pack has 
resulted in a great increase in film 
sales, and the Ozamatic has not only 
stepped up machine sales for the 
Ozalid Division but also has caused 
a large increase in the sale of sen- 
sitized papers and other Ozalid ma- 
terials 

The design program also extends 
to General Dyestuff Corp., 
which GAF dyes and special chem- 


through 


icals are sold with the same red 


color and identical letters in its 
GDC 
GAF signature 

We feel that the program has not 


only paid off with easier and quick 


monogram as those in the 


r recognition for our quality prod- 
ucts, but also as a morale booste: 


among out employes 


H. B. Spackman 


@ WE FEEL packaging of our prod 
ucts Is so Important that it is care- 
fully reviewed at least once a yea) 
This annual review is in addition 
to having a pac kaging engineer on 
the job to give constant study to 
this important problem 

We have standardized as much as 
possible on the use of cartons. On 
our carton we incorporate use ol 
distinctive design and color for cat 
ton identification and advertising 


value model number, name and 
quantity of product in the carton 
and carton designed, marked, et 
for maximum convenience of deale? 
in storing, taking inventory and fill- 
ing order: 


Wherever 


follow these 


possible, Ww try ana 
points In OUr Pat Kay 
Ing program 

1. We 


ve can completely assembled, ready 


want to ship as much as 
for immediate use even though 
it does bulk the package 

2. We try to confine our pat kage 
to single units wherever possibl 
and stay away from multiple pack- 
izing 


3. On those ! 


, 
items which we do 








the lady 1s a chenucal engineer 


' , ] ’ 
ry! Your salesmen won't 
orchids on expense accounts 


GALS : 
. Lady number less than 


Chemical stries 


Process Indu 


1 only a few are in plant operating o1 


ny Tunctions, 


sut though distaff chemical engineers 


y 


women in technical jobs 


if 
rarity, 


are increasing and the process field sparks 


Manpower is short 


J ket needs 


the trend. and the 
CPI, more than any other 
all the technical help it can get. 

What’s the real meaning behind this 


movement? To be sure, it’s a growth 


Amer a’s fast 


But to adver 


marker on the route of 
est-moving industry 
er It means increased production 
translated to continuimmg demand 
and more selling opportunitics ina 
field already growing three times faster 
than the average for all manufacturing. 
For this is a hungry market! Hungry 
for manpower ... hungry for materials 


and equipment hungry for new 


plants, engineering services and mor 
How 


$32 billion in raw 


research facilities hungry? In 


1952 It consume d 


materials alone spent an estimated 


$7 billion to inc rease Capacity 

In this market today, nearly 600 ad 
vertisers confirm CHEMICAL ENGINEER 
ING as the best medium to capture the 
buying interest of the chemical engi 


And more 


ing-minded people find it profitable to 


necr than 37, OO0 engineet 


pay for the privilege of reading it 


You'll find it pays, too. . when they 


read about your pre ad 


/ . / ’ . . 

Ghemoal (7 a4 cncerving | ABC :ABP ) 
\ MeGraw-Hill Publication 

330 West 42nd St., New York 36, N. Y. 








consider necessary to ship not as- 


sembled we still retain the unit 
package idea and include in the 
package all necessary parts and fit- 
tings to complete assembly of the 
unit 

4. Parts (which are purchased as 
parts through our dealers) are sim- 
established 


larly packaged with 


minimum quantities for package, 
and we do not break the package 
We have had many letters from 
our dealers complimenting our com- 
pany on our convenient packaging 
plan. With the unit package idea 
and the package completely marked, 
the dealer is offered a big conveni- 
ence in filling his orders, stocking 
and reordering. His problems con- 
nected with storage of a lot of loose 
unidentified parts have been pretty 


much eliminated 


E. J. Spiegel 


residel 


way 


® PACKAGING of industrial products 
is, of course, highly interesting to 
me because packaging and protec- 
tion of industrial products is one of 
Gaylord’s principal activities 

The degree to which packaging of 
industrial products has kept pace 
with that of consumer items varies 
widely with individual box usets. 

Some industrial companies have 
taken a square look at the problem, 
worked with their packaging engi- 
neers, advertising agencies, sup- 
pliers and purchasing agents to de- 
velop a sound basic design and then 
project it all through their product 
“packages” from parts cartons to 
shipping containers 

Other buyers have not taken ad- 
vantage of the free advertising space 
which can be used to great advan- 
tage and which demonstrates that 
the product itself is being sold in 
large quantities. Many of the larger 
box makers have facilities available 
to assist in developing suitable de- 
signs 

We believe that there is a real 
and tangible benefit for a manufac- 
turer in using attractive packages 


with a family resemblance for his 
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True, the fac- 


tor of impulse buying seldom plays 


whole line of items. 


an important part but, nevertheless, 
shipping containers and cartons are 
seen by many individuals who form 
their opinion of the manufacturer 
by the packages they see and han- 
dle. 

It is not necessarily logical to say 
that a package should be judged 
only by its performance at the 
“point of sale.” In the industrial 


field this is replaced by the “point 


of contact” which occurs all along 
the lines of distribution. At each 
of these points there is an individual 
who, within his function, has some- 
thing to say about the products that 
pass through his hands 

This list includes receiving clerks, 
storekeepers, warehouse workers, 


skilled 


salesmen and 


mechanics, distributors’ 


many others with 
whom it is quite possible to leave a 
favorable impression by using an 


attractive and informative container. 





Ad staff helps salesmen follow-up 


04 


effective than a single, heavy salvo 
A person can easily be overwhelmed 
by a mass of highly technical in- 
formation on infrared spectrometers 
delivered all at once. On the othe 
hand, his interest can often be 
aroused and kept aroused if he is 
fed this material gradually 

How many rounds we fire de- 
pends upon our evaluation of the 
We place each 
inquiry into one of three categories: 
Type A (5%) from the “blue 


particular inquiry 


chip” companies having obvious ap- 
plications for our instruments, or 
from important individuals in small- 
er companies; type B (357) . . in- 
quiries from companies with whom 
we are not familiar, or whose pos- 
sible uses for infrared spectroscopy 
are obscure; type C (60°,) in- 
dividuals 

We try to follow up all Type A 
and Type B inquiries in,10 to 30 
days after the routine response is 
made. Type C inquiries get only 
the one original round with the re- 
turn coupon permitting ‘an easy 
reply. 

We send Type A inquiries a per- 
sonalized letter based on whatever 
knowledge we may have of the 
company and often a telphone call 
as well Usually one or both of 


these is sufficient to determine 
whether further work is necessary 

Type B inquiries are much more 
numerous. Here we make use of 
form letters and usually use three 
different ones spaced about 30 days 
apart after which if there is no re- 
sponse, we consider the inquiry 
dead. The nature of our first follow 


up shot depends on what was sent 


in the original routine answe1 If 
information on product applications 
was sent, we follow up with tech- 
nical information on the instruments 
The second follow 
Perkin- 


Elmer offers in helping a company 


and vice versa 


up stresses the services 


evaluate infrared spectroscopy for 
its own particular problems. Our 
last attempt consists of a brief note 
enclosing reprints of general arti- 
cles that have been published on the 
subject. In each case we enclose a 
business reply card. 

It is the class “B” inquiries that 
actually get the most attention from 
the advertising department, and 
they have proved to be a gold mine 
since 15° to 20° of them are 
turned into active leads for the 
salesman before all our ammunition 
is used up. Quite often our busi- 
ness reply cards are returned with 
a polite note that the original in- 
information 


quiry was made _ for 


purposes only. These are quite as 
valuable to the advertising depart- 
ment as an interested response since 
they keep us from wasting further 
ammunition. 

Our follow-up program is simple 
to operate and reasonably econom- 
izal. We have the satisfaction of 
knowing that few possible leads are 
allowed to die on the vine. And 
every once in a while our faith in 
the spaced shot method of follow up 
is strengthened by a letter which 
begins, “We have been casually in- 
terested in infrared spectroscopy for 
some time, but your last letter has 
convinced us that we may be able 
to use the method to advantage. 
Our problem is as follows 





F several years our company repre 


Almost everyone agrees that sentatives have been calling on one of the 
the surest way to make a sale major oil companies trying without success to 
is to get the right buying get them to allow us to bid on some of their 
information into the right refinery design, engineering and construction 
hands at the right time. work.” 

REFINERY CATALOGing insures 
putting and keeping your 
sales information in the 
hands of refinery buying- 
power men, who buy or 
specify 97 % of refinery 
purchases. 


“Recently, upon learning that a new refinery 
project of considerable size was being planned. 
our vice-president and one of our division 
managers called on this oil company and 
asked point-blank during the ensuing discus 
sion: “Mr. X. what must we do. or what infor 
mation must we place in vour hands about our 
company to convince you of our desire and 
competence to handle projects of this kind for 
James N. Seaton, eR 

advertising manager 

for J. F. Pritchard & Mr. X's reply was to take down a copy of a 
Co., Kansas City, well-known catalog serving the oil industry. 
has this to say: open it to our company’s own pre-filed catalog 
section, and remark, “You don’t need to tell 
me anything else about you! Company ! | have 
studied your catalog, and the information you 
have given there is sufficient. When this proj 
ect is ready to proceed, your company will be 


asked to bid. 


“Our V. P. remarked to me later. “Man 


you sure made a believer out of me!’ 


Reprinted from Industrial Marketing, November, 19 
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Distributor Help. . 


Superior Tube “on target” 


with dramatic case history ads 


Cover Story 


® SUPERIOR TUBE CO., Norristown, Pa., 
had three basic short-range objec- 
tives for its 1952 advertising 
The company wanted to bu Id 
recognition and prestige for its 
name and products, to expose hid 
den or unknown applications and 
interest in Superior tubing, and to 
influence distributors to tie in then 
own selling and advertising efforts 
with Superior’s 

After a series of discussions be 
tween W. O. Nussear, Jt 


motion manager, Donald W. Titlow, 


: sales pro 


advertising manager, and the com- 
pany's agency, John 
Falkner Arndt & Co., Philadelphia, 


it was decided to use the case his- 


advertising 


tory type of technique as one of the 
most effective means of attracting 
attention and stimulating interest 

Illustrations, like the one pictured 
on the cover, were to be dramatic 
but not “tricky.” 

Four basic analyses of Superior 
tubing were given feature treatment 
and applications were selected on 
the basis of interest value and mar- 
ket potential. Illustration, headline 


and copy were closely integrated to 
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Headlines 
Superior to im- 
identify the company 

Selection of the illus- 


achieve the final effect 
carried the name 
mediately 
with tubing 
trations was of critical importance, 
and two leading Philadelphia pho- 
tographers were retained to illus- 
trate tubing applications 

It was decided to use the Weave 
scope telescopic sight to illustrate 
an application for carbon steel tub- 
ing because the Weaver scope is an 
interesting product and it offered 
the agency an opportunity to cap- 
ture high reader attention 

A stock photo of a moose supplied 
by H. Armstrong-Roberts of Phila- 
delphia was used because it had 
exactly what was required to dis 
play the Weave scope to good ad- 
vantage plus tremendous dramatic 
possibilities 

Superior s campaign was inserted 
in Fortune and in 18 business pub- 
lications, starting in March, 1952, 
running through February, 1953 

The schedule 
Hydraulics, Aviation Age, Canadian 
News, Electrical 


Electronics, Industrial 


includes 


Applied 


Aviation, Design 


Equipment, 


FINE SMALL TUBING TO MEET YOUR NEEDS 


Analyses 


Tolerances and Characteristics 





Equipment News, Instruments, Iron 
Age, Machine Design, Materials & 
Methods, Metal 
Equipment Digest, Product Engi- 


Progress, New 


neering, Proceedings of the IRE, 
Purchasing, Steel and Tele-Tech 


The same applications for tubing 
featured in the Fortune campaign 
were also featured in the industrial 
campaign, and an editorial type of 
format was developed for the tab- 


loid papers 


The campaign was pre-sold_ to 
distributors in the form of a “Supe- 
rior Sales Planner.” This was a 
folder containing preprints of all the 
Superior ads, mat ads for distribu- 
tor’s use, samples of Fortune cover 
folders, special four-page folders, 
and other literature. Also included 
was a complete advertising schedule 
highlighting the promotion periods 
Last, but not least, an order form 
was included to make it easy for 
distributors to cooperate and orde1 
Sales 
were held with the key distributors 


tie-in literature meetings 
and the program was completely 


explained 


Response was immediate and en- 
thusiastic and a substantial quantity 
of reprints and promotional material 
was ordered. Results of the cam- 
paign are indicated by the receipt of 
about 1,700 inquiries and an in- 
creased interest on the part of Su- 


perior’s distributors 








WHAT HAS HAPPENED 
TO THE COST OF SELLING ? 








Industry Survey Shows: 


IN THE PAST TEN YEARS... 
COST OF PERSONAL SALES 
CONTACT IN INDUSTRY HAS 
GONE UP 81%... PUBLICATION 
ADVERTISING COST PER 
CONTACT UP 39% 








PROJECT: To determine trend in 
cost of personal sales calls and the 
trend in cost of advertising sales 
contacts. 


PROCEDURE: Cost per sales call 
was determined by a McGraw-Hill 
survey among sales managers of 87 
industrial companies. 


Cost per advertising sales contact 
was established by analyzing rates 
and circulation of 226 Business Pub- 
lications listed in the January, 1942, 
and January, 1952, issues of Stand- 
ard Rate & Data Service. 


RESULTS*: Between 1942 and 1952, 
average cost of personal sales calls 
went from $9.02 per call to $16.31 
per call. Average cost of business 
paper advertising went from 9/10 of 
a cent per contact to 1!'(¢. 





*Allowing for the inflationary increase revealed by 
the U. S. Department of Labor consumer price 
index for the 1942-52 period, cost of salesmen's 
calls had an actual increase of 10.4°) above the 
general rise in prices. The cost of business maga 
zine advertising contacts dropped 17!4‘, below 
actual price levels, 


CONCLUSION: With rising and in 
flated sales costs—with the need for 
greater sales apparent on all fronts 

it is important to remember that ad 
vertising in Business Publications 
can accomplish the necessary and 


preliminary steps to a sale, at a cost 
of 1', cents per sales contact. This 
will free the salesman for the all 
important final and closing steps . . . 
making each of his $16.31 calls more 
effective. 


A complete report of the above study is contained in our Research De- 
partment’s Laboratory of Advertising Performance Data Sheet 47020 
If you want facts regarding this or other subjects related to business 
paper advertising, ask your McGraw-Hill man 
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For advertising rates, 
consult your agency or 
write: 
Mac Rae's Blue Book 
18 East Huron Street 
Chicago 11, Iilinois 


PRIME MOVER 
of INVENTORIES 


Industrial Marketers, 
We Thank You 


For y years, Mac Rae's Blue Book has been 
produ Ing toy quality inquiries for its many 
thousand advertisers That 1s why the 1953 
60th Annual Edition will contain the largest 
number of advertisements in our history 
Over 18,000 copies will be selectively 
distributed to firms with the largest put 
hasing capacity 
Wi appreciate this growing response of 
advertising men toward The Directory of 


American Industry 


This handy address directory, at left, 
sent free to all recipients of the current 
edition of MacRae’s Blue Book, has 


been received with enthusiasm 


BLUE BOOK 


America’s Greatest Buying Guide 





NIAA 


Chapter activities 
of the National Industrial 
Advertisers Association 
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Industrialists honor Wedereit 


Kentucky ex-governor, industry 
executives pay tribute to NIAA 


head as board meets 


® LOUISVILLE Gene Wedereit’s 
friends have gathered here to hon- 
or him. 

The president of the National In- 
dustrial Advertisers Association was 
the guest at a luncheon co-spon- 
sored by his colleagues on the Board 
of Directors of NIAA and the mem- 
bers of the Advertising Club of 
Louisville to pay tribute to his 
achievements as head of the largest 
individual membership advertising 
organization in the world. 

Surrounded by executives of the 
Girdler Corp. and Tube Turns, Inc., 
where he is director of advertising, 


by leading industrialists of this area, 
by officers of the Kentucky and 
Louisville chambers of commerce, 
Mr. Wedereit and more than 400 
members of the Advertising Club 
and NIAA heard James E. Day, 
president of the Midwest Stock Ex- 
change of Chicago, deliver a plea 
for American business to meet the 
responsibilities that have been 
placed upon it by the American 
electorate. 

A new confidence in the attitude 
of government towards business, he 
pointed out, means that industry 
must now shoulder the burden of 
acting with complete honesty and 
integrity. “American business is a 
great institution,’ he said, “a way 
of life. Guard it well.” 

As toastmaster, Hon. Keen John- 


continued on page 124 


news 


National headquarters * 1776 Broadway, New York 19, N. Y. 
Gene Weidereit, president 
Blaine G. Wiley, executive secretary 


Dolan advises advertisers 
to use industrial editors more 
® NEW yYorK . . New techniques in 
vertical advertising and selling must 
be developed to cultivate the new 
markets appearing in industry, Ber- 
nard Dolan, sales and merchandis- 
ing manager, Peter A. Frasse & Co., 
told the Industrial Advertisers As- 
sociation. 

One way to get the information 
necessary for reaching these mar- 
kets, he said, is to get better ac- 
quainted with the editors of the in- 
dustrial and trade press. 

“Too many of us have been miss- 
ing the boat by not picking the 
paper editors 
he asserted. 


brains of business 
more than we have,” 
“It is not enough for salesmen to 
know what is going on. They have 
to know what is coming up.” 

Mr. Dolan, who is a past presi- 
dent of the National Industrial Ad- 
vertisers Association, spoke on an 
IAA “old home week” program with 
Elmer Gischell, new sales promo- 
tion manager, Heli-Coil Corp., and 
former NIAA vice-president, and 
James S. Cawley, district manager, 
Management & Mainte- 
nance. W. L. Towne, of the agency 
bearing his name, presided. 


Factory 


Mr. Gischell said that because of 
an expected drop in government 
spending, Heli-Coil will increase its 
advertising budget by about 6% of 


< 


Paying Homage .. At luncheon hon 
ring NIAA president Gene Wedereit (from 
left): Keen Johnson, former governor of 
Kentucky, vice-president in charge of pu 
relations, Reynolds Metal C 
Wedereit; and James E. Day president 


Midwest Stock Exchange 
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estimated dollar sales 

We believe this should help us 

10°,, more business,” he said 

We feel that we will have to in- 
crease the number of our accounts 
We and many other industrial com- 
panies will have to get down into 
the second layer of prospects and 
help them to develop more business, 
if we ourselves hope to maintain out 
volume 

One way for a company to help 
ts customers, he said, was to study 
how to make savings on one’s own 
production lines and then to pass 
the information along to customers 
He cited the experience of Heli-Coil 
which has made “substantial sav 
ings” in production costs by repair- 
ing damaged threads on screws, 
taps, bolts and other production 
materials 

Mr. Cawley endorsed the idea of 
helping customers and_ prospective 
customers to get more business 
That means, he said, that sales 
forces and advertising will have 
more to do. He emphasized that 
while manufacturers have increased 
their sales forces only 18%, indus- 
trial productivity has increased 


about 80° 


Program directory to aid 
local chapter chairmen 


@ NEW YORK A. directory of 
available speakers, movies and slide 
films and a summary of 1952 meet- 
ings and speakers has been mailed 
to program chairmen of all National 
Industrial Advertisers Association 
chapters 

The directory is a permanent 
book with loose leaf binder, and 
material will be kept up to date by 
NIAA headquarters 

It is expected each local program 
chairman will pass on his book to 


his successol 


New chart aids in determining 
chapter membership awards 


® CINCINNATI A weighted chart 
for determining chapter member- 
ship awards has been worked out 
by C. W 
National Industrial Advertisers As- 


Tunison, vice-president, 


sociation, and advertising man- 


ager, Foy Paint & Varnish Co., to- 
gether with a group of professional 
mathematicians 

It is: explained the chart does 
away with any chance of discrimi- 
nation between larger and smalle: 
Details will be 


chapters made 


available at a later date 


Montreal chapter will study 
26 Canadian industries 


& MONTREAL .. A survey of 26 basic 
Canadian industries will be under- 
taken by the Technical Advertisers 
Association of Montreal, with a first 


draft of the study expected to be 


ready for discussion at the National 
Industrial Advertisers Association’s 
annual conference in Pittsburgh 
next June 

The survey will be headed by 
Frank Wright, NIAA vice-president 
executive of Cockfield, 
Montreal 


and an 


Brown & Co., Ltd., 


NIAA plans to issue 
new membership roster 


® NEW YORK For the first time 
since 1950 the National Industrial 
Advertisers Association will issue a 
membership roster. Present plans 
are to have the roster ready for dis- 


Where travelers can find NIAA activity 


Chapter 








for evaluating 


your industrial advertising 


your industrial advertising doing the job you want it to? This 
48-page book, Section I of NIAA’s new Handbook on evaluating 
industrial advertising effectiveness, will help you get the answers. 

Handbook Section I outlines the methods you can use to appraise 
readership ... pre-testing, aided and unaided recall, coupons and 
reply cards, split runs, recognition studies. Up-to-the-minute 
techniques for conducting and analyzing such tests are described 
by men who are recognized experts in their fields. 

A copy of Handbook Section I has been mailed, at no charge, 
to each of NIAA’s 4000 members. It’s one of the continuing 
bonuses of NIAA membership. 

Extra copies, and copies for non-members, are available. See 
coupon below. If you have any responsibilities for industrial ad- 
vertising, you can use this working ‘handbook to get the answers 
...and build a better business future for yourself! 


NATIONAL INDUSTRIAL 
ADVERTISERS ASSOCIATION 


Chapters nm All Principal Cities 


The Advertising Man’s Best Buy! 


NIAA the largest individual membership advertising organt 
zation in the world; almost 4000 people associated with industrial 
advertise rs, advertising age noes public ations, and the graphic arts 
Chapters located in 33 cities in the U.S. and Canada; memberships 


at-large available to those who do not live in or near chapter cities 


NIAA continuing programs, at the chapteror national level, include 
Advertising Awards, Budget Survey, Business Paper Readership 
College Cooperation, Conventions and Exhibits, Industral Ad 
vertising Effectiveness, Management Relations, Media Practices 


Research Planning and Control, Interassociation Relations 
Get the whole story ! 


National Industrial Advertisers Association 
1776 Broadway, New York 19, N.Y 


Please send me copies of Section | of the NIAA 
Handbook. (Price $2.50 per copy for members: $5.00 per 
copy for non-members) 





Check enclosed Please bill me 


Name 

Chapter (1f a member) 
Company 

Address 


City 

















NIAA NCWS 


tribution by early spring 
Cards will be mailed to the mem- 
bership for correction of titles and 


addresses in February 


NIAA launches mail, space 
campaign for new members 
@ NEW YORK An intensive mem- 
bership drive, spearheaded by a 
mail campaign and full-page ads in 
INDUSTRIAL MARKETING, has’ been 
launched by the National Industrial 
Advertisers Association 

NIAA headquarters has sent out a 
test mailing including a sales lette: 
and offer of a revised, pocket sized 
booklet, “If You Sell to Industry.” 
This will be followed by a mailing 
of 9,000 pieces to industrial admen 
membership 

NIAA Executive Secretary Blaine 
G. Wiley said that chapter member- 


who are eligible fo 


ship chairmen will be advised as 


coupon returns come In 


Industrialists honor Wedereit 





son, former governor of this state, 
and now vice-president in charge 
Reynolds 
Metals Co., told the audience that 


“it is vitally important to counter- 


ol public relations for 


act the philosophy of those who say 
costs,” and 
went on to pay tribute to Mr. Wed- 


ereit as one of 


advertising increases 
those leaders of 
American advertising who are help- 
ing to eradicate this false doctrine 

Acting on behalf of the NIAA 
board of directors, David F. Beard, 
Reynolds Metals, and a member of 
the NIAA policy-making body, pre- 
sented Mr. Wedereit with a hand- 
A representative of 
the office of Mayor Farnsley of this 
city made a presentation of the keys 
to the city of Louisville 

Responding, Mr. Wedereit said he 


wished to pay a “tribute to those in 


some desk set 


my own company who have made it 
possible for me to be active in 
NIAA.” 

The luncheon was organized in 
connection with the mid-Winte 
meeting of the NIAA board. Mr 
Day's speech, Gov 


marks, and M1 


were broadcast locally 
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Johnson's re- 


Wedereit's response 


ONY 2 : Fe 
INIAA po yy 


ys Industrial advertisers expected 
business to be good in 1928 

Advertising volume of business 
papers reporting to IM was going 
up. The class group reported the 
highest volume in six years. Trade, 
too, was gaining. But the industrial 
group was below average for the 
month 

C. Stanley Taylor, editor, Archi- 
tectural Forum, New York, pre- 
dicted that 1928 building would be 
equal to 1927, 
equalled the record-breaking build- 


which in turn nearly 
ing in 1926. In coming years, M1 
Taylor felt there would be a grad- 
ual return to a new normal much 
higher than that established in any 
previous decade 

Dates for the seventh annual con- 
ference of the National Industrial 
Advertisers Association were set for 
June 11-13, Chase Hotel, St. Louis 

NIAA members 
write George H 
Twist Drill Co., 
the U. S. Department of Commerce 
on how the government might pro- 


were urged to 
Corey, Cleveland 


with suggestions fo 


ceed in developing basic market 
analysis data in the field of indus- 
trial marketing 

“Don't buy industrial film on a 


strictly footage basis,’ was the 
warning given to industrial adver- 
tisers in a booklet prepared by Bell 


& Howell, Chicago. ‘An industrial 


film, to be most effective, must be 


brief as it can be made, still cover- 
ing all desirable points. It must 
give your salesmen time to close the 
deal after the pictures are shown.’ 

How best to cooperate with the 
merchandising 
Wharton School, 
Pennsylvania, was a major meeting 
topic for the Eastern Industrial Ad- 
Volunteer EIA “profes- 


sors.” who were to take classes, 


vertisers 


were asked to give a brief history 


department of the 


University of 


of the company being discussed, the 
class or type of products, uses and 
selling methods, analysis of the 
markets and classification of the 
products, buying habits of the pros- 
pects. Under selling methods, mem- 
bers were asked to stress type of 
ippeals used, distribution channels, 
details of the sales and advertising 
departments and their organization 

New EIA officers for 1928 in- 
cluded D. J. Benoliel, president; H 
F. Marshall, vice-president; A. M 
Robinson, treasurer and C. G. Nor- 
ton, secretary 

New officers for the Industrial 
Advertisers Division, St. Louis, for 
1928, included H. von P. Thomas, 
3ussman Mfg. Co., chairman; K. G 
Baker, Fulton Iron Works, 
chairman; Ralph Johnston, Laclede 
Steel Co., 
B. Dietrick, Wagner Electric Corp., 
secretary; J. R. Kearney, Jt 
R. Kearney Corp., 

Psycholegy has not now, neve 


vice- 
second vice-chairman; C 


, James 


treasure! 


did have, a complete cure-all for 
advertising, George Burton Hotch- 
kiss, chairman of the department of 
marketing, New York University, 
told members of New York’s Tech- 
nical Publicity Association The 
psychology of advertising is con- 
cerned with the advertisee, not 
merely as a buyer, but as a reader, 
he said 

Many advertisers use dangerous 
strategems to get their copy read, 
Mr. Hotchkiss warned. The best 
approach is to make an intelligent 
motives and 


analysis of reading 


selling motives. Determine wheth- 
er to use humor, or a competitive 
approach. Tie in with the adver- 
tisers stream of thought. Create an 
and finally, tell 
the reader what he wants and needs 
to know 


wants to say 


illusion of speed 


not what the advertiser 








Take a close look at the $30,000,000,000 
agricultural and food industry and you'll see 
that it rests upon the very firm base of 
CHEMISTRY and CHEMICAL 
ENGINEERING — the base that helps to 
broaden the field of agriculture and 

increase our food supply. 


Take a closer look and you'll see the 
professional chemists and chemical 
engineers... 





The men upon whose shoulders rests the 
Herculean task of devising new methods and 
new products for the use of the agricultural 
and food industry. These are the men 

who will read the new American Chemical 
Society publication, Journal Of 
AGRICULTURAL AND FOOD 
CHEMISTRY, who will rely upon its 
editorial and advertising matter for the latest 


word on new developments in America’s 
rom see oO & ai e biggest business. 


From seed to plate, wherever your products 
fit, the Journal Of AGRICULTURAL 


e 9 e 
svete chemistry AND FOOD CHEMISTRY will bring them 


to the attention of the right people... 
the important chemists and chemical engineers 


/ 
all the way. who do the specifying and buying for the 


bulk of equipment and materials used 

in the agricultural and food industry. 
The first issue will appear April 1st, 1953 
and will reach 10,000 men who are 
important to you... saleswise! 


CHICAGO 
CLEVELAND 
SAN FRANCISCO 


JOURNAL OF 
LOS ANGELES 


sa Agricultural and Food Chemistry 


DALLAS 
iat Reaches The Heart Of The Agricultural And Food Industry 


An AMERICAN CHEMICAL SOCIETY Publication 
Advertising Management: REINHOLD PUBLISHING CORPORATION 
330 West 42nd Street, New York 36, New York 
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John Ingwersen, Armco Sales 


head, dies of heart attack 


8 MIDDLETOWN, O John A. Ing 
versen, 54, vice-president in charge 
f distribution, Armco Steel Corp 
Middleton, O ince 1923, died un 
expectedly of a heart attack at hi 
home in Decembe1 
Mr. Ingwersen, who was educated 
at the University of Illinois, spent 
the first three years of his career in 
newspaper work before joining 
Armco as an interviewer in the em 
ployment office in 1923. In 1925 he 
vas transferred to the sale cle part 
ment where he became. assistant 
manager of sales in 1930 
In 1933 Mr. Ingwersen becam«e 
manager of hot and cold rolled sheet 
ales, in 1939 he was named man 
of midwestern sales, the fol 
lowing yeat became manager of 
heet and strip sales, and in 1945 
appointed general manage) 
He was elected vice presi 
dent in 1947. He also was a director 
f Sheffield Steco Corp., Kansas 
City, Mo., an Armco subsidiary 


Top executive salaries 
rise 5% during 1951-52 


8 NEW YORK Top executives were 
paid 5°; more during the fiscal yea 
1951-52 than the previous year, ac 
cording to the third annual report 
of the executive compensation serv - 
ice of the American Management 
Association 

However, the AMA noted that its 
figure for top executives is not in- 
dicative of what happened in spe 
cific companies or industries 
trends differed among companies 
and industries because of the rela 
tion between compensation and 
sales and. profit performance 

Peopl between top policy -mak 
ing and first-line supervisory jobs 
earned an average of $12,000 during 
the fiscal year, AMA said in the re 
port. The figure is based on re 
ported payments to almost 15,000 
executives in 1,850 companies, clas 
sified in 46 major industries and in 
eight size groups with sales ranging 
from $5,000,000 to $500,000,000 

The report also pointed out that 


among durable good manufacturers 


26 / 


w@ Send for available Reprints of editorial features 
are offered here as a special 
° service to IM readers lease 
send number and name of 
Te > har S article with exact amount in 
coins, stamps or check to: The 
Editor, Industrial Marketing. 200 
E. Illinois St., Chicago. 
Sorry. we can't handle credit 
orders under $1. We'll be happy 
feature articles ‘ to bill you for larger sums 


N 


of Industrial Marketing 





How to know when to use manutacturers’ agents 

Four steps to evaluating inquirie duds or hot one 

What advertisers should know about industrial copy 

Company presidents praise, condemn new. extensive annual report 
Eight advertisers tell results from external publications 

Bu ess paper volume may hit third annual record in 1952 

What will happen to expanded plant capacity? 

54 advertising agencies place 415.897 pages in business papers 1951 
91 companies report .— industrial salesmen earn average $8.000 in ‘51 
Industrial ad budgets to hit 2.16% in ‘52 


Salaries of industrial ad managers rise in past I] years 


Median industrial advertiser spends $150,000 
You can hire salesmen faster with this interview technique 
Today's cheap advertising dollar is it fact or fancy? 


1951 business paper volume to reach all-time peak 


How to use Starch readership reports 


Today's sales incomes can get out of hand stop them 


A guide to better publicity 

How industry buys 

How busine S papers can meet their new competition 
Decentralize your sales force for more effectivene 
How to measure re ult of indu trial advertising 

We went to four-color inserts on a cut budget 
Mockup demonstrator im} oves § les s closing ratio 
U ing newspaper advertising to spot industrial buyer 
How can I find what type to use? 

Market research combat high distribution 

The economics of industrial advertising 


The orchestration of type 












Let's swap 
ideas 


Match your advertising 
ideas with these — 
and win a $50 Bond! 





Pocket device tells difficult sales story 


To introduce to dealers an improved 
model of our Tru-Heat Iron where the 
external appearance was unchanged and 


the important sales features hidden inside 
1 ! , 
devised a pocket gimmick 


the shell, we 

for our salesmen. It was designed for use 
n the breast pocket of a man’s suit so 
that the red and white polka dot hand 
kerchiet would project uch as any 
pocket handkerchief. Red and white 


identally 
On 


from the pocket 


TOUS, 144 


are our package 


mark removing the envelope 


the first thing that meets 


the eye is the little carroon ilustrating 
the theme we have used in connectton 


th the principal Characteristic Of Ouf 


ron It’s the Shape that Makes. the 
Dutference Then, on removing the ac 
tual prece trom the envelope we again 


repeat this theme. adding the element of 


opy concerning the perma-chrome fin 
ish Of Our Oleplate Then On hol ling 
the prece Pp to the lighe the customer 

able to see through this unique plasti 


new element shape, which is 


escribed on the reverse side. In short 
. le piece enabled a jobber sales 
Mian tO 10 a COT | lete selling story in an 
un il and compelling fashion 
James 8. Vish, Adv. & Prom. Manager 
Gener Mills, Ii Minnesp Vim 


Assures long life for expensive stuffer 


Recently. when we decided to prepare a 
i-color statement stuffer on a new prod 
led of 


Now 


1 
ict, we were reminde several thou 


, : 
iffers worthless be 


Hanpees To pre vent a re 


rrence of this mistake, the new state 


was designed with a listing 


but no prices 


ot styles on the back page 

Space tor the dealer imprint was also pro 

vided on the back cover. Now, when 
rs order stuffers, we imprint both 





store nan 
We 
view of the high cost of 


i 
ri will] tindet 
stulfers will last indet 


\¢ and prices at the same 
feel that's good insurance in 
olor printing 
and our new initely 


of price Changes 


Works, Ing 


revardless 


in Lu Providence, RL 


A guide for media representatives 





In order to Obtain greater value from in 
crviews With I lia representatives we 
published a booklet familiarizing them 
Wi e sales and promouon problems 
peculiar CO Our COMpany The Media 


is used 


booklet 


Representatives Interview Guide 


recepuion room welcome 


as a 





























For a unique new promotion idea, see paragraph at left. For the latest idea in low 
cost offset printing, read below about the new Kimberly-Clark coated offset paper! 


as a mailing f 
ind Other media ow! 
messaye explaining Why al 
Hncerviews Can | 


This 1s 


our Company 


ts products and 





le more worthwhile 
followed by a briet description of 
1 markets 


iver 


basic sales methods, and types ¢ rs 
sing. Next, advertising department per 
} 
sonnel are listed according to jol 


IDUItY an 


lox al horel accommodation 
tion facilitie et 
John M. Roy {drertisa 
The Dow Chemical ¢ Midland, M 


Now 


{ 
1, finally, information al 


re spon 


) 


transporta 


If you've been wanting to print some 
of your booklets, folders or other ad- 


vertising pieces by offset 


but haven't 


because of the cost of coated offset 
paper —here’s good news! Shorewood*, 
the new Kimberly-Clark glossy coated 
offset paper, is designed especially for 
low cost, volume printing. It’s priced in 
yet 


the plain, uncoated paper class 





Do you have an item of interest? 
Let’s swap ideas! 


become the 


prop 





ef of lark for use im any 
prinite 1 forn For each idea used in our 
Willd ; 4 ert Ibs V¢ vill priv the 
sender 1mm rei 850 Detense 
Bon | ise Of ate ideas only 
the hier rece ed} for the award 
Thus ofter sUperse les any offer published 
in previous advertisements and con 
inues tor two months only. Addre 
Le Swap Idea Room 418, Kim 
ct Clark Cory Neenah, Wisconsin 


a low cost coated paper for fine offset printing! 


gives you the sharpness and contrast 
you need for quality jobs. There's no 
extra charge for weights as low as 50 
ib. —and it’s designed for either mono- 
tone or process color work. Try new 
Kimberly-Clark Shorewood on your next 
printing job. For complete information, 
see your distributor or write to Kimberly- 
Clark Corporation, Neenah, Wisconsin. 


Products of 





85°, increased sales and 43% 
showed increased profits after taxes 
Salary 


studied increased from 4% 


industries 
to 10%, 


although bonus payments (in most 


levels in. all 


cases contingent on profits) were 
higher in some industries than oth- 
ers, with variations as much as 30°; 

The most consistent compensation 
increase was shown in contributions 
to retirement funds. The over-all 
increase was approximately 15%, 
while in some industries, because of 
the adoption of new plans, the in- 
crease was as high as 30° 

A breakdown of salaries paid in 
the group which averaged $12,000 a 
year showed about half received be- 
tween $7,500 and $15,500 annually: 
25°, received between $15,000 and 
$18,000, and 10% 
than $18,000 
were below the $7,500 level 


were paid more 


Approximately 15% 


New directory covers 
Pittsburgh and tri-state area 
® PITTSBURGH A complete direc- 
tory covering the Pittsburgh trade 
district, including Western Pennsy]l- 
vania, Eastern Ohio and Northern 
West Virginia, has just been issued 

Titled the “Directors Register of 
Pittsburgh and Tri-State Area,” the 
directory includes a listing of more 
than 15,000 directors, officers, trus- 
tees, executives or partners with 
business addresses and_ affiliations 
with corporations, banks, companies 
and institutions 

Also included is a listing of more 
than 3,000 corporations, companies 
or business institutions with princi- 
pal address, type of business, plant 
location, yeat established ol ncor- 
porated, capital and directors and 
officers 

A professional classified section 
lists accountants, advertising, ap- 
praisers, architects, artists, attor- 
neys, auctioneers, brokers, chem- 
ists, contractors, decorators, em- 
ployment, engineers, insurance and 
other businesses, while the geo- 
graphical index includes an alpha- 
betical list by cities and towns, ex- 
banks, 
firms elsewhere 
The book is 
Directory Publishing 


cluding Pittsburgh, of all 
corporations and 
listed in the register 
published by 


Co., Pittsburgh 
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Cramer asks space salesmen. . 
make report before sales call 


® CHICAGO Business publication 
promotion would be improved if 
space salesmen asked agency space 
information 


buyers what specific 


they wanted in such’ promotion, 
Paul Cramer, director of research, 
Griswold-Eshleman Advertising 
Agency, Cleveland, told the TF 
Club of Chicago 

“Space salesmen offer me promo- 
tion literature by the brief case full, 
but I have yet to have a salesman 
make a second call to ask me what 
information I need from his publica- 
tion,’ Mr. Cramer asserted 

He said that salesmen, in addition 
to filling out sales reports after a 
call, should make out a report be- 
fore the call, outlining a plan of 
sales attack. He distributed to his 
audience of space representatives 
copies ol a sample “planned sales 
talk” form for such purposes 

The form included space for list- 
ing such items as name of person to 
see, title, type of business, products 
sold and advertised, names of prin- 
cipal competitors, number of pre- 
vious calls, purpose of this call, 
opening remarks you intend to 
make, possible objections to sales 
points made and logical answers to 
these objections 

Space also was allowed for needs 
of the customer's business (“list the 
things your publication offers that 
are needed to meet his objectives’), 


benefits to be presented (“list all 


the benefits that you think of that 
will satisfy his needs”) and _ proof 
to be used . . market survey reports, 
case histories, testimonials 

Mr. Cramer said that this type of 
form and advance planning have 
been used by salesmen of manufac- 
turing companies with considerable 
success and such benefits as 

1. The use of the outlined and 
planned material made a strong im- 
pression on customers and_ held 
their attention better 

2. The customers were keenly im- 
pressed because the salesmen had 
made the effort to build a_ sales 
package covering specific points that 
dealt with their company needs and 
problems 

3. The method gave the salesmen 
better control over the interview 

1. The customer had more con- 
fidence in the material presented 
than if it had been offered hit-or- 
miss 

5. The method cut down on the 
time needed for interviews bene- 


fiting both salesman and buye1 


Industrial editors will 
sponsor photographic contest 
Editors of all 


company internal and external pub- 


@ PHILADELPHIA 


lications have been invited to enter 
a photographic contest to be con- 
ducted by the Philadelphia Indus- 
trial Editors Association, and spon- 
sored by the American Association 
of Industrial Editors 


Photographs will be judged on 





“Radio” is a way of Thinking! 


Just as “communication” needed to 
break its earthbound bonds of wire 
and take to the air, so industry is 
seeking and finding in radio controls 
new “tools” ranging from servo- 
mechanisms to electronic computors. 


THIS IS NO DREAM TAKING THE GUESSWORK OUT 


Radio engineers are making the “bright Such progress is no “happy accident.” Men 
new world” which was the dream of men do not “discover” television — they “en- 
in World War II. Just as radio engineers gineer” it. A good example is the inevita- 


radio communications in the 1900s, so these computation” the job is done by an enor- 


; a ous process i ‘mati ‘xchange — 
same thinkers, as radio physicists unleash-  OUS Process of information exchange 
Bate ao the methodical and brilliant teaming’ to- 
ed the “radiation” power of the atom, and ' pig 5 
me gether of engineering thinking to solve a 
will harness it to industry. They have ; ; 
problem. In radio this work has been done 


brought the picture of the world under i 7 Gar P ; 
deliberately by a growing engineering so- 


your control by a knob in your home tele- ciety, through its meetings and published 
vision — and have beaten the monotony of — proceedings, which unleash the minds of 


endless counting by the electronic computer. — men. 


In 1952 “Proceedings of the I-R-E” published 1,792 text pages, exclusive 
of product news and departmental features. This is the word-count equiva- 
lent of seven 500 page textbooks on radio-electronics for engineers, and 
exceeds the contents of the next two contemporary publications put to- 
gether. This “high” in genuine reader service was logically matched by 
advertising worth half a million dollars, by firms investing in the engineers’ 
reading interest. 


“Proceedings of the I-R-E” 


Published by the 
INSTITUTE OF RADIO ENGINEERS 


Advertising Dept. 303 West 42nd Street 
New York 36, N.Y., Circle 6-3026 





Radio Communications Television Electronics 
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their merit without regard to mag- 
azine budgets or artistic aids. Edi- 
tors are asked to enter the same 
unmounted print used by the en- 
gravel Contestants in the final 
judging will be requested to re- 
enter mounted enlargements All 
pictures will be returned with the 
judges evaluation score 

The judge 
photographers and photographic edi- 


tors, will base their evaluation on 


representing editors, 


composition 
and photographic quality. A maxi- 


mum of 10 pictures may be entered 


tory-telling qualities, 


from any one publication 


Awards will be 


made at the 


American Association of Industrial 
Editors convention in Atlantic City, 
March 26 
ond, third and fourth awards and 


There will be first, sec- 


certificates of honorable mention in 
each category. Deadline for entries 
Information may be 
obtained from Joyce A. Brown, 
John Faulkner Arndt & Co., 160 N. 
15th St., Philadelphia 2, Pa 

In announcing the contest it was 
noted that a third of industrial pub- 


is February 15 


lications devote approximately 37( 
of their space to pictures and 92° 
are using more photographs today 
than they did five years ago, ac- 
cording to a recent survey 


More advertising needed .. ABP 


Lasser says advertising is 
dropping in relation to national 


income, warns of ‘distress’ 


® CHICAGO U. S. business and in- 
dustry “needs badly” to invest more 
heavily in research and advertising, 
J. K. Lasser, noted tax consultant, 
told the midwest conference of As- 
sociated Business Publications 
“Without it, we'll move at a much 
“Sales 


people will be 


slowe! pace,” he asserted 


will drop off Less 


Then we really 


needed for jobs 
could begin to get into trouble in 
this economy.” 

Mi Lasser’s 
made in a text prepared in advance 


statements were 


and read to the conference by James 
ociate of Mi 


Asserting that advertising and re- 


Kobak, as: Lasser 
search, not defense spending, are 
the essential lubricants in the busi- 
nes system he declared: 

“Between 1940 and the end of 
1951 our investment in production 
facilities rose 1,000°,; the number 
of manufacturing plants increased 
45°; : the 


more than trebled. 


gross national product 
Yet, in the same 
period, our expenditures for adver- 
tising dropped from 3°. of the na- 
tional income to something around 
2.4). This can only lead us to dis- 
tress 

“There is no tax bug in more re- 


search and more advertising. On 
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the contrary, Congress and_ the 


courts and government have re- 
peatedly indicated you can do what 
you need for good business opera- 
tion. It’s not important that you 
have nothing to sell at once ol 
because of 
Only 
important is that you recognize your 
and keep 


that you can’t deliver 


defense order complication 


place in the economy 


researching or selling something 
you propose to deliver sometime.” 

John C. Spurr, director of re- 
search, McGraw-Hill 


Co., cited studies of two of the na- 


Publishing 


tion’s largest industrial advertisers 
and their findings on the reading 
preferences of customers 

A study by U.S. Steel Corp., Mi 
Spurr said, showed that of 105 buy- 
ers contacted by the company’s 
salesmen in 33 plants, 103 buyers 
read publications in which USS ad- 
vertises. But more significant, the 
study showed that in these 33 plants 
1,850 men who were not contacted 
by USS salesmen but who influence 
purchasing read business publica- 
tions carrying USS ads 

A Du Pont study of 


purchasers showed that 79° of pur- 


industrial 


chasers relied on business publica 
tions as a Major source of informa 
tion. Other sources included: sales 
men, listed as a major source by 
72°, of purchasers; manufacture: 
catalogs, 60% ; and direct mail, 50 
Speaking on a publishers’ panel 


Philip H. Hubbard, president, Rein- 


hold Publishing Corp., said that in 
the past six years business publica- 
tion costs have increased 50°; while 
circulation has been increased 30°; 
“So none of us have to apologize fo: 
rate increases,” he asserted. “Some 
publications offer the advertiser a 
lower cost per thousand circulation 
than offered six years ago.” 

Albert Hauptli, publisher, Amer- 
ican Machinist and Product Engi- 
neering, urged publishers to have 
salesmen spend more time calling 
on distributors and jobbers as a 
means of learning the industry and 
customer needs. 

William D. Littleford, publisher, 
Billboard, said that business pub- 
lication editors should have a list 
of industry leaders on whom they 
call “once a week, once a month or 
even once a year’ to stay abreast 
of trends. “In that respect, our edi- 
tors can learn much from our sales 


departments,” he said. 


Advertiser changes. . 


James S. McCullough . . h 





He’s bravely taking the blame for a 
lost sale! 


And he’s admitting that he failed to get 
the one big OK he needed. 


If you sell electrical, steam, 

or mechanical power equipment, the 
biggest OK you can shoot for will come 
from POWER’s audience of 

45,000 paid subscribers — by far 

the largest, most intent and responsive 
group of buyers available 

to you in 

the booming power field. 
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The SUPER is 

the 

Mechanical Superintendent 

in a big textile mill, 

a long-time Power reader, 
who's just OK'd 

a hew pump installation. 
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Are you getting maximum results from your industrial advertising dollars? If you Agency changes .. 


want to see tangible, measurable results INDUSTRIAL MAINTENANCE will produce 
quantity, quality inquiries from its more than 75,000 plant operating readers Ray McCarthy Advert 


IK, nas bee! namea nandale 


ising Service . . New 


Covering over 48,000 plants in 23 industries at shirt-sleeve level, INDUSTRIAL 
MAINTENANCE delivers the plant men who are ready and able to buy. These 
men are responsible for the function and upkeep of machinery, equipment and 
plont in America’s top-rated companies! 

If you're not covering this multi-million market with your 1953 budget, investigate 
INDUSTRIAL MAINTENANCE today! Bond & Starr. . Pitts 


cet resutts! INDUSTRIAL MAINTENANCE re 


Philadelphia 4, Pa. 
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\ 


to sell the 
IRON and STEEL 
PRODUCING 
INDUSTRY 


To reach and sell Top management and all 


Media changes. . 


important buyers in the iron and _ steel Putman Publishing Co. 
industry—place your advertising in the Top runch “f Market 
publication—the Iron and Steel Engineer. » publication 

Total paid circulation of approximately cians in f 

7000* gives you complete coverage of the 

men you must influence and sell. 


*Plus... at least five pass-along 


A readers for each copy. 


"How to Sell to the Iron and Steel 
Producing Industry” 


om. 


Iron no Steel ENGINEER 


1010 EMPIRE BUILDING PITTSBURGH 22, PA. 
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201/Circle on Readers’ Service Card 
Films help train salesmen 

Planning a sales meeting? Films ap 
plicable for any product or service that 
show how sales are developed in step-by- 
step presentations are offered in a four- 
page leaflet by Dartnell Corp., Chicago. 
Folder lists sales training films available 
for use either by purchase or rental. 


202/Circle on Readers’ Service Card 


How to speak better publicly 
Preparation, practice, presentation . 
the three “P’s” of effective public speak- 
ing .. are effectively presented in a handy 
booklet you can keep on your desk. Pre- 
pared by Henning and Cheadle, Detroit, 
the booklet contains five pages of short, 
two or three-line pointers that can make 

any talk more effective. 


203/Circle on Readers’ Service Card 


Packages can be salesmen 

How to let stimulating packaging help 
in competitive selling is the subject of 
“Pack to Attract” . . a 26-page booklet of 
merchandising ideas made available by 
Hinde & Dauch Paper Co., Sandusky, O. 
Photographs including industrial packag- 
ing point up the functions of product pro- 
motion and product protection as applied 
to creative packaging. 
204/Circle on Readers’ Service Card 
Reaching the tool engineer 

The Tool Engineer Market Data and 
Media File, following the NIAA presenta- 
tion outline, is a neat, convenient and 
thorough exposition of the role of Tool 
Engineer in serving the too! engineering 
field. Contains complete information on 
circulation, advertising and subscription 
data, screening of recipients, editorial his- 
tory and policy, content, advertisers serv- 
ices and mechanical information. Lists 
markets where tool engineers are par- 
ticularly active. 


205/Circle on Readers’ Service Card 


How to make letters sell 

What happens to an “inquiry?” The 
answer is given in “Envelope Economies,” 
12-page booklet by Tension Envelope 
Corp., Kansas City, Mo., setting forth the 
results of a study of 368 inquiries made 
by the research department of R. J. Potts- 
Calkins & Holden, Kansas City advertising 
agency. Booklet tells how promptly in- 
quiries were answered, how the answer- 
ing letters were rated, how letters were 
reproduced, kind of salutation used, num- 
ber of pages written. Surprisingly enough, 
the study showed that most all companies 
could well look to their mail advertising. 


> 
a 





Use these retum cards 
for publications 
mentioned on this page 


Ps * Send for these helpful selling tools 


206/Circle on Readers’ Service Card 
“Label it” is booklet message 

Labels that “tell, sell, caution, urge and 
stir all the human impulses” have an im- 
portant place in business. Reproductions 
of hundreds of labels with hints as to 
their effective use are included in “Idea 
Book” by Ever Ready Label Co., Belleville, 
N. J. Book includes labels for packaging, 
industrial information, advertising, and 
safety, among others. 


207/Circle on Readers’ Service Card 
Light construction is 
a $26 billion market 


A $26 billion market in light construc- 
tion industry is the story told in “Selling 
the Builder” 34-page booklet made avail- 
able by Practical Builder magazine, one 
of seven publications of Industrial Pub- 
lications, Chicago. Samples of section 
headings . . new residential building near- 
ly doubles non-residential volume . . re- 
modeling and repair business, 42% of total 
light construction dollar. The booklet also 
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research and media data... 
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Postage 
Will Be Paid 
by 
Addressee 


provides complete circulation, readership 
and advertising information about Practi- 
cal Builder. 


208/Circle on Readers’ Service Card 
Have a light .. via book matches 

Facts and figures about readership and 
message-retention in book match adver- 
tising are available from the Book Match 
Advertising Department, Diamond Match 
Co., Springfield, Mass. Samples will be 
mailed. 


209/Circle on Readers’ Service Card 


Projectors have many uses 

Six two-color, illustrated folders describe 
the film strip projector, airjector cooled 
slide and slide and strip projectors, com- 
bination slide and film strip projectors, the 
remote control projector and the recorder 
manufactured by Viewlex, Long Island 
City, N. Y. The projecting and recording 
equipment has many uses in industry from 
sales training to sales presentation, and 
is a handy aid for teachers, sales lec- 
turers and personnel trainers. Also used 
in ad displays and sales promotions. 
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210/Circle on Readers’ Service Card 
Analyzing the packaging market 
Industrial marketers will find many 
packaging suggestions in a booklet de- 
signed for consumer packaging distributed 
by Elrick, Lavidge & Co., Chicago. The 
booklet analyzes the marketing problem 


of producing a winning package, tells 
what should be expected from good pack- 
aging and offers a 25-point check list on 


the package marketing problem. 


211/Circle on Readers’ Service Card 


Export trade summarized 
McGraw-Hill, New York, has issued a 
digest summarizing the 1953 international 
trade outlook with notes on foreign gold 
and anticipated foreign 
demand for industrial goods and materials, 


dollar reserves, 
foreign stocks, import cuts and total U. S. 
commercial export trade. Big, out-of-the 
way places where new business exists ore 
listed with thumbnail descriptions of the 
immediate and anticipated markets. 


212/Circle on Readers’ Service Card 


Rural road market is big 
The rural road market includes 2,990,000 





% Send for these helpful selling tools 





di 
x 


miles of rural roads, a $350 million annual 
equipment replacement market, and an 
estimated $4 billion worth of needed road 
improvement in each of the next 10 years. 
“Don't Overlook the Rural Road Market,” 
brochure by County and Township Roads, 
Chicago, lists counties, towns, township 
and road districts with jurisdiction over 
rural roads, by state, in 1952. 


213/Circle on Readers’ Service Card 
Data on auto exports for 1953 


Overseas automotive markets expanded 
147% in six years, with total automobiles 
in operation increased from 8.4 million in 
1946 to more than 21.6 million in 1952. 
Figure includes cars, trucks and buses. 
U. S. exports to overseas automotive mar- 
kets in 195] hit $1.293 million . . 6% over 
1950. Accessories, assembly and replace- 
ment parts exports 
$1 billion. 
densed 


should be more than 
1953 con- 
by American Auto- 


This according to 
data _ sheet 
mobile and Automovil Americano, export 
publications of McGraw-Hill, New York. 
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214/Circle on Readers’ Service Card 
Industrial copy can be “class” 


Industrial copy writers looking for 
“punchy” yet high-class copy ideas will 
find “The Blue Book,” Practical Builder, 
Chicago, collection of successful institu- 
tional ads that are warm, human and 
authoritative, a gold mine of solid, con- 
crete, even eloquent writing. Roughly, 
100 words of copy per ad does the trick. 


215/Circle on Readers’ Service Card 


Show use of wood engravings 

Wood engravings (hand-engraved print- 
ing plates which show mechanical prod- 
ucts clearly and in detail for catalog, mag- 
azine and newspaper printing) are fea- 
tured in a 60-page portfolio by Sander En- 
graving Co., Chicago, covering subjects 
from industrial machines and equipment 
to artistic illustrations. 


216/Circle on Readers’ Service Card 


Fasteners play big part 
in varied industries 

Market data on all principal types of 
welding and joining equipment and fas- 
tening devices based on a study of 583 
companies is offered in ‘Welding, Ad- 
hesive Bonding and Mechanical Fasten- 
ing of Materials,” a market survey, by 
Materials & Methods, New York. Among 
others the study covers such fields as 
automotive, aircraft, electrical equipment, 
agricultural equipment, heavy and light 
machinery, hardware and building equip- 
ment. 
217/Circle on Readers’ Service Card 
Oil industry is big market 

Prospects for a new high for oil field 
equipment expenditures in 1953 are out- 
lined in ‘Selling the Billion Dollar World 
Oil Equipment, Service Markei,”’ annual 
brochure prepared by World Oil, Houston, 
Tex. The brochure contains sections on 
exploration, drilling, production and pipe 
line activities as well as sales approaches 
to the widely scattered market. 38 pages. 


218/Circle on Readers’ Service Card 
Transportation market is four-fold 


The transportation market, made up of 
highway carriers, privately owned fleets, 
bus systems and taxi companies is grow- 
ing at an unprecedented rate in ton-miles 
of freight, dollar volume, number of vehi- 
cles and operations, while maintenance 
equipment expenses are constantly ex- 
panding, according to “Market Pointers on 
Selling Products and Services to the Trans- 
portation Industry,” new brochure offered 
by Transportation Supply News, Chicago. 
Brochure outlines market, products. 
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Ceco promotes handicap 





response to the coupon for the bro- 
chure was 20°), above what would 
be expected from a normal product 
ad, according to Don Poor, Ceco 
advertising manager 

The second and third ads ran in 
October and November the same 
year and with their appearance 
the inquiries rolled in . . more than 
1,000 copies were requested each 
month. 

The original printing of 10,000 is 
now exhausted and a reprinting of 
50,000 copies has been ordered 

Inquiries even came from com- 
petitors, some of whom asked to 
buy as many as 2,000 brochures 
and these requests were honored 
Agents wrote in asking for up to 
1,000 brochures and the National 
Paint, Varnish and Lacquer Asso- 
ciation asked for 2,000 to include in 


its promotional kit 


Finally, at the suggestion of Ceco 
the Steel Window Institute pub- 
lished its own booklet, “Man's Ne- 
cessity Enemy of the Home,” 
similar to Ceco’s. The booklet is 
being distributed to the trade, fur- 
ther bolstering Ceco’s promotion 
and aiding the industry. The insti- 
tute offers copies to all metal win- 
dow manufacturers, who can im- 
print their names on the booklet 

What the campaign does to sales 
is largely for the future, but Ceco 
is convinced that the campaign has 
done an important public relations 
and selling job not only for Ceco 
but for the metal window industry 


generally 
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Magnaflux finds bigger markets 


METALS, CERAMICS, PLASTICS 
AND OTHER HONM-POROUS 
SOLID MATERIALS 


with a new research plan sae 
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You can get plenty of market data from 

business publications and government bu 

reaus . . but invariably you need to dig 

for facts yourself. That's what Magnaflux 

executives found and this is how they did 

it with some enviable results. : ; si ; : ; ; 
detecting er: n 1} well aril | ion thi whil its previous “shot 

pipe, Magnaflux hi nd a uniqt 1 had heen. effective 


could be obtained if 





B® WHERE we are, where we should 

be going, how to get there that 

the three-way approach to a mal 

keting urvey hi is) proving 

sharp sal romeo ool for Mag metal industries sales - ° Jetz. e» 


naflux Corp Advertisi person. alls OM’ } ! and F. S. Catlin, Ji 


Mavnatlux a kind « rivate and sale il atur nar 1 1 promotion manage} Started the 


eve” amonyv indu \ it i h in a “shot is project designed to 
busing ol ting fects in i the preset company “where we are 


dustrial] n rial ds su Ing aflux vhere we should be going, and how 
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Ba Beeiiabte source for those specialized three- 
dimensional requirements which 
depend on men, skilled hands, experience. 
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we design 
and produce 


convention exhibits 
museum exhibits 
dealer displays 
showrooms 
sales meetings 
production 
stages 
props 
models 
dioramas 
animations 


cutaways 


/iss 





GOGO MAINTENANCE 


16 PREVENTION... OT REPAIR 


BEFORE They @eewr 


MAGHATLUE BETECES DEFECTS BEFORT THET 


CHOW ITO EXPENSIVE FaAnuRES 


Dollar savers. . 


we should pet there 

The “where we are” was dete: 
mined through two concurrent proj 
ects 

First, all Magnaflux orders fo: 
1949 were thoroughly analyzed in 
terms of industry, size of industry 
location of industry, and detailed 
type of sale. The detailed type of 
sale information was received from 
Magnaflux salesmen, who evaluated 
each customer in terms of size, the 
customer's primary product, what 
the customer used Magnaflux for 
and how the customer used Magna- 
flux detecting methods 

Concurrently, a project compris 
ing four steps was carried on. First 
Magnaflux used the U. S. Dept. of 
Commerce Standard 
Classification (SIC) as a basis to 


set up a study of each industry by 


Industrial 


industrial locations, branch terri- 
tories and dollar value by compa- 
nies 

The Statistical Abstract of the 
U.S. a Department of Commeres 
industrial censu pros ided a veo- 
graphic breakdown of plants within 
industries, numbers of workers. by 
plants, and dollar volume added in 
plants Also used was the Depart- 
ment of Commerce “County Busi 
ness Patterns 

Private survey of a more de 
tailed nature than the government 
reports surveys like Iron Age's 
1948 “National Metalworking Indus- 
“Penton 


Penton Publishing 


try’ andthe Foundry 


Guide 
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Co., publisher of Foundry Were 
used to bolster the government sta- 
tistics 

Magnafiux statisticians next went 
to work on the mass of information 
“weighted 


already compiled and 


the sub-divisions of major indus 
tries for uniformity plant-wise as to 
actual and probable usage of Mag- 
naflux detecting methods (Obvi 
ously, the engine making plant of 
a large automotive company could 
not be evaluated on the same. basis 
as a smaller assembly plant of the 
same company.) 

Incidentally, Magnaflux may be in 
public 


the way of performing a 


through its marketing re- 


SCTVICE 


search. For the company found that 


a large amount of needed sources 


material on many specific indus 


tries simply is not available 


Dearth of Data... What Magnaflux 

and any company engaged in a 
similar project needs is informa- 
tion as to number of plants, size ol 
plants and location of plants And 
vet, company officials aver, such in 
formation is not available for e\ 
eral important manufacturing and 
overhaul industries, no matter what 
Statistics are elerred to 

Another obstae le the company 
met with in its research was. the 
looseness of industrial definitions 
For example il tool shops Serve 
the oi rilling industry But are 


there statistics as to the number of 


Magnaflux researt h - 


1 ) 
oil tool shops 


¢ 


Finding the “HOW and WHERE” 


of Lower Production Costs 





Spots Defective Parts te Help You 
Spot Defective Processes 





ers say no Oil tool shops are 
lumped together with the oil pro- 
ducing industry as a whole. And 
the same thing applies to the auto- 
motive operating field and = other 
fields as well 

By this time, Magnaflux knew the 
answer to “where we are,” and by 
combining the information gained 
through the order analysis with the 
statistical breakdown of industry 
and sub-divisions of industry the 
company ce te rmined “where we 
should go 

The combination of the two fac- 
tors brought these results 

1. The company learned its de- 
gree of actual customer penetration 
in each industrial bracket as well 
(Mag- 


naflux considers its best potential 


as the potential penetration 


lies among customers already using 
its methods, who may be educated 
effective 


to more money-saving 


uses, and among new. customers 
whose industrial practices are sim- 
iliar to old customers.) 

2. It was 


dustrial brackets there were very 


found that in some in- 


few non-users of Magnaflux meth- 
ods, indicating an effort should be 
made to encourage present users to 
use the methods more effectively 
As an example, a Magnaflux ad 
stresses “process control,” urging 
custome)! to screen out defective 
materials “down the line” rather 
than discarding defective finished 
products 


3. AS wa » be 
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Plays All Records — 3 Speeds — 33'/2 — 45 — 78 rpm 
For Use With All Viewlex Projectors 150 to 500 Watts. 


Sound System Or Projector May Be Used Independently. 


Brilliant pictures and clear “bell-tone’ sound 
in one compact economical unit that has 
delighted every educator and sales-manager 
who /fias ever heard it. 

Two permanent needles © Separate tone and 
volume controis © Uses filmstrip, slide, or 


Yale 


combination slide and filmstrip Viewlex pro- 


jectors @ “Light Multiplier’ optical system — - 


2", 3", 5",7", 9", 11" lenses available with- 
out change of condenser system. Priced from 
$124.25 up. 


Write Dept. 234 for literature. 


All VIEWLEX projectors are guaranteed for a lifetime! 
35-01 QUEENS BOULEVARD, LONG ISLAND CITY 1, N. Y. 
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talking to 
industry is 
like talking 


“Air Force 
Management 


AIR FORCE 


MAGAZINE 


Reaches the Key Men of 
Decision Throughout 
Entire U.S. Air Force 


menican AlRpower 


magazine OF A 
ubscribers 


More paid s 
within U. 5S. Air Force 
than all other aviation 
grade papers combined! 
114 FAST 40th ST. N.Y. 16, N.Y. 
MUrray Hill 9-3817 


Chicago * Los Angeles 
San Francisco 


company found industries 
relatively low percentage were 
users, and found at the same time 
many plants not using Magnaflux 
methods at all 

4. A fourth result made it possi- 
ble lor 
branches in terms of effective sales 
for each industry in its area as com 
pared with effective potential sale 
for the branch 

A joint session between sales and 
management laid out the broad out- 
lines of “how we should get there 

Charts 


graphically showing the 


company's findings were made up 
and given to each branch field mar 

Training films and_ talks were 
prepared for use among_ branches 
and field men 

The same statistical procedure in 
a much more detailed form was 
used to provide a picture of individ- 
ual industries in each field area, and 
the findings also went to branches 
and field men 

The company advertising agen- 
cy Glenn, Jordan, Stoetzel, Inc 
Chicago 


ket analysis and now was called in 


had worked on the mar- 


and prepared a series of case his- 
tory ads which ran in Automotive 
Industries, Aviation Age SUSINESS 
Weel Factory, Iron Age Locomo- 
& Cars, Modern Railroads, 
Newsweek. Oil & Gas Journal 
Steel, and Western Metals 
The ad stressed spec ial features 
of Magnaflux service and. offered 
booklets which gave the Magnaflux 
detail Typical 
Good Maintenance is Pre 
vention, Not Repair Finding the 
How and Where of Lower Produc- 
tion Costs through Process Control! 


story n vreate! 


themes 


When it came time to select mag- 
azines for advertising in terms of 
reaching customers and prospects 
by size, location, and industry, Mag- 
naflux came up against the same 
kind of problem in even greater de- 
gree than it had encountered while 
making the marketing analysis. The 
company could not get the type of 
specific information it wanted Fon 
ri xample circulation figures can give 
broad industrial classes and _ titles 


of readers and location, officials 
found, but very seldom do the cir- 
culation figures supply data as to 
the size of operations reached. The 
phrase, “10,000 presidents are read- 


ers.” becomes a meaningless num- 


where a 


management to compare 


ber without size information. Mag- 
naflux found this to be an acute 
problem when comparing two on 
more similar good magazines in a 
specific field 

An unexpected result of the com- 
pany’s findin was the interest 
shown in the figures by the produc- 
With a large per- 


centage of military orders, Magna- 


tion department 


flux currently finds it necessary to 
sub-contract much of its work, and 
the need for a new plant has long 
been apparent 

However to construct a new 
plant on the basis of a large per- 
centage of military production or- 
ders would be risky business, to 
say the least Would the new siz 


plant “hold up’ under peacetime 
conditions, and if so, how large a 
plant would be needed? 

Production found the market 
analysis figures sound enough and 
indicative enough to go ahead, and 
a new plant, equipped for present 
production and geared to carefully 
estimated peacetime production, is 
n progress 

As a final step in the “how do we 
get there” part of the program, 
Magnaflux increased its sales force 
approximately 25 in order more 
thoroughly to do the job the mar- 
ket analysis had shown the com- 
pany should be doing 

The market analysis is a continu- 
ng, self-appraisal study with Mag- 
naflux Detailed order analyses 
keep management and_= sales in- 
formed as to what is being done 
I. B. M. equipment is used to tab- 
ulate all available current industry 
statistics to keep the original sta- 
tistics up to date. Trade and in- 
dustrial publications are scanned 
carefully for information that can 
be added to the company’s over-all 
picture of U. S. industry 

As for the future plans already 
are in the hopper for a long-range 
planning program, based on_ the 
same type of analysis, that will cov- 


er a span of from five to 15 years 


Albert L. Hunt 


Douglas Grymes, Jr. 





1s A Quick Check-List 
p You Decide 


Here 
To Hel 
If You Need 

Advertising Requirements 


ARE YOU... 
[7 ADVERTISING MANAGER 
[-] PRODUCTION MANAGER 
ART DIRECTOR 
[] DIRECT MAIL SPECIALIST 
[[] RADIO OR TV PRODUC- 
TION MANAGER 
MERCHANDISING OR PRO- 
MOTION EXECUTIVE 
PREMIUM BUYER 
~] DISPLAY MANAGER 
] PHOTOGRAPHIC DIRECTOR 


DO YOU WORK IN THE 
ADVERTISING DEPARTMENT 
OF A 

NATIONAL ADVERTISER 


LARGE REGIONAL 
ADVERTISER 


] LARGE RETAIL 
ADVERTISER 


DO YOU WORK IN THE 
PROMOTION DEPARTMENT 
OF A: . 

MAGAZINE 

NEWSPAPER 
_| BUSINESS PAPER 
~~] RADIO OR TV STATION 


DO YOU WORK FOR AN 
ADVERTISING AGENCY IN ONE 
OF THESE DEPARTMENTS .. . 
[-] PRODUCTION 
{_] ART 

] MERCHANDISING 

] RADIO OR TV PRODUCTION 


4 your means of 
earning a living 
places you in one of 
the above categories 


THE PUBLISHERS OF ADVERTISING AGE 
AND INDUSTRIAL MARKETING... 


Advertsing Requtrements is the only 
magazine that’s devoted to all of the 
things an adverusing man docs besides 
buying time of space in advertising 
media. It covers all of these non-media 
functions in detail, in depth, with pene 


tration 


It is a down-to-carth book, filled with 
material you can apply directly to your 


work today or tomorrow. It brings vou 


ptunouuce 


A BRAND NEW 
MONTHLY 
MAGAZINE 


THE WORKBOOK 
OF PRODUCTION, 
PROMOTION AND 
MERCHANDISING 


ow-to-do-w information and important 


product and technique developments, 1 
simple, casy-to-petat sey 


bach issue contains helpful, concise in 
formation about New Products and 
Services, Hlow To Buy It, Plow Adver 
tisers Use ba New Sources of Supply 
ind Ni Mw“ Me thods and Tce as ON Cae h oft 


the following fifteen definite subjects 


Fifteen Separate Sections In Every Issue! 


Art and Photography 

Printing and Binding 

Sampling and Couponing 

Paper 

Signs and Identification Materials 
Premiums, Prizes and Specialties 


Radio and TV Production 


Photoengraving and Platemaking 
Window and Store Displays 
Labeling and Packaging 

Shows and Exhibits 

Direct Advertising 

Audio and Visual Aids 
Typography and Layout 


a ee 15 Professio | Service 
— then it is important ee eee 


that you reserve your 
membership tq AD- 
VERTISING REQUIRE. ° 
MENTS before the cir- 
culation quota is 


filled! 


SORRY — we can't start your subscription with the first issue of AR — it was sold out 
completely one month before publication. But if you mail us your order TODAY you 
can still get the next twelve issues for only $3, with an option to renew at the end of 


that period. Money-back guarantee, of course. 


ADVERTISING REQUIREMENTS 


Dept. FIM, 200 E. Illinois St., Chicago 


Februar 1953 /138 








\/ 
good =< 
showing = 


4 Make industrial! shows 


al ROU c 


Hundreds of companies are 
making a vood showing at 
trade fairs and public exhibi- 
tions with Capex Prefab 
Exhibits. Low cost, smart 
custom appearance and sav- 
ings in handling and shipping 
account for this widespread 
popularity. We invite vou to 
join the hundreds of new 
companies we confidently pre- 
dict will become enthusiastic 
Prefab exhibitors in’ 1953. 


615 South Boulevard 
Evanston, Illinois 
1775 Broadwoy, New York City 


| om 
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In Business and Industry 


“HERE IS A CAPSULE 
MEASUREMENT’* tna accion | WOW SHIP 


September sw... TWO Products 
21.25...Na nal I wagers Every Time 


When your product 1S 


crated and off to the customer, 
you have delivered only 
half of what he bought 


Every buyer expects 
the “know-how” along with the 
26-29... : 

actual item. He needs 
to know a lot about its 


November 
Maintenance, installation, 
912.. use, and dollar efficiency. 


How do you deliver 


this second product? 


The two usual methods are 

personal call and product 

literature. Another effective ap 

Oil exposition opens up proach IS a constant stream 


Spent Budgeted . 4 
1952 1953 A of “how-to” articles 
Idaho Power 20,000 feet of outside space ‘if cas Raed 
Ce $ 9.000.000 §$ 12,858,000 contributed to the Dusiness, 
Public Service Anos , wee industrial, and technical press. 
at Ais 6.572.400  16.972.000 ® TULSA Preparing for a bigget | 
San Diego show than the record breaking one The first two can 
G.&E 12.381.000 13. 350.000 
Pacific Gas and 
Electric. .139,200.000 — 143,600.000 Exposition has made available fon Phe last—technical publicity 
Montana Pow. 3,800,000 7.350.000 , ‘ cp, 3 
So. Calif exhibitors an extra 20,000 feet. ot can do the job thriftily, 


Edison 70,000.000 73,000,000 outside space for its forthcoming on thousands of buyers at once. 
Public Service oe 1" . 
of Colo 10,000,000 15,100,000 show, May 14-23 The space will be 


of 1948, the International Petroleum get pretty expensive. 


But working with editors, 
allocated to suit exhibitors’ require- on their terms, to get top results 
ments is quite a specialty. 
With contracts for 883 covered For six years that has been 
booths and 20 acres of outside ex- our only job shipping 
hibit space already made with com technical information 
panies whose wares, services will be for twenty-one clients. 
i Nl displayed, the 1953 exposition al 

; ( ready has sold approximately 40° j B th 
ELECTRICAL WEST gives you more space than in 1948, according nsure 0 
extra coverage, extra reader- to William B. Way, veneral man 


The way to insure the 
ship, extra value for your ad- age} ; : 
+ f ood understanding that must ship 
vertising to electric utilities, The new Nol tn altCa whic h in , ° . 
includin rivate and public with the thing 
9 P - cludes the extra 20,000 feet of out- ' y 
systems, to electrical contrac- : Is CO Setup a team O 
side space available ha be en in 


‘ein. aaa: ie: ialiomanina, alti. engincer-writers, and steer 
corporated into the permanent ex . 

it with sales thinking. 
We'd like to show 


you how our teams work. 


salers in the 11 Western States. 

position plant, and gas, water and 
Representatives 

lies tie... ik Me Oe electricity will be available to every 
330 W. 42nd St exhibito 

Michoel O'Connell . . . Chicago 11 1 


520 N. Michigan Ave. The 1948 exposition . the latest M4 W § ith 
Frank Seiler . . Cleveland 15 1940 arry ” mi 


: since attracted more than 
1510 Hanna Bidg. 


re ie 300,000 ople, : roximately half | d 
_ meer Wilshire Blvd - ee ne = ncorporate 


; of whom were oil men. More than 
Dick Alcorn . . . San Francisco 4 


Post St. $100,000,000 — y achiner' - ; 
68 os ' $1 10,000,000 VO! th ol machine Fe echnical Publicity and €ditortald Kelations 


equipment and processes were on NEW YORK 
ELECTRICAL WEST | aispiay in 1.800 exhibits, and top S07 Filth Avenu 


: exhibitors estimated sales resulting CHICAGO 
ABC A McGraw-Hill Publication ABP Palmolive Bldg. (Rm. 1716) 


from the show as $1 billion 
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more readers? 





One Picture vs. Many 


8 OF THESE TWO aps for abrasives 
in the same issue of Steel, one used 
a single illustration with related 
headline while the other used a se- 
quence of pictures to tell the story 

The picture-sequence ad by Min 
nesota Mining & Mfg. Co., St. Paul 
and the single-illustration ad_ by 
Abrasive Products, South Braintrec 
Mass., were both black and white 
One was a two-thirds page, the oth 
er a full page One ad attracted 
more casual readers (noted) while 
the other attracted more thorough 
readers (read most) Which was 
which? See page 144 


How would you 
solve it? 


Production problem: 


Bre 


LO TAY 


¥ 


5 
= 


? 





oe 5, 


BLUE E PRINTS 
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1s, SALES MANUALS 
PRICE LISTS | 

















{| CATALOGS 


S here! 


you to see it in the full-color slidefilm 


“BINDERS THAT 
BUILD BUSINESS” 


a note right now to see this complete new line 


e invite 


Make 


of business-boosting binders. For you t 


simply piist 
see them in full color to appreciate how they car 
“Build Business” for you. 


Never before so many exclusive binder “‘firsts.’ 


Covers of Impregnated Buckram. An_ exclusive 


“Rem-Bossed Process” that reproduces your firm 
trademark or special design, with new fidel- 


that 


name, 


ity. An exclusive locking device combines 


high compression with flat reference ... makes it 


easy for to order from you. 


You've already made the big investment 


vour customer 
in the 
price-lists, 


pages of your catalogs, presentations 


“oro z<emzth 
~Z-z2~-co- 


an) 


Four catalogs housed in recently des gued Reimingto 
Rand binders. You can 
photograph but we 


pudge their st wdy semplierty 


pe rhaps from this repeat, you 


need full color to judge ther beauty. 


a 








me 

only a snall inve 
binder that will do the 
them 


tment to house these 


sheets in the 


expensive 


best selling job for vou. See the new binde) 


20-minute slidefilm, and you'll 


with 


elves, or in thi 


never be content anything el Phone your 


local Business Ky 


pon today 


ipment Center, or mail the cou 


~ = 
Remington. Bland 
Room 1722, 315 Fourth Avenue, New York 10, N.Y 


send me ful on about the new Ren 


Name 
Firm 
Address 


City 





ngton Rand binde 


here's where you sell 


the TOP COMPANIES 
in the $9 Billion 
FOREST PRODUCTS 
INDUSTRY 


In the big, growing Forest Products Industry 
28% of the 


total industry output. according to the Census 


companies produce 88% of the 


of Manufactures These are the 
YOU want to reach 


companies 


81.3% of WOOD & WOOD PRODUCTS 
National, Horizontal Circulation is Con- 
centrated in that Group 


This fact. uncovered by a recent, independent 
market and readership study. means that your 
products story in WOOD & WOOD PROD 
UCTS reaches the LARGE OPERATORS who 
ontrol the bulk of the buying power in all 
sector from the log to finished product 


of this tremendous industry 


93.7% of WOOD & WOOD PRODUCTS readers 
are Top Management Executives. These are 
the men with the Buying Authority . . . they 
specify or influence the purchase of products 
equipment and services used in the manu 
facture. processing, handling and transporta 
tion of lumber, millwork. furniture. plywood 
and veneer, wood containers and hundreds of 


other wood products 


Ask for Your FREE Copy of this New 
Market and Readership Study 

It will give you the latest facts to sell this 
$9 Billion industry. It will prove to you that 


WOOD & WOOD PRODUCTS is the No. | ad 
vertising buy to reach and sell the TOP BUY 


market 


Which ad 


attracted 


more readers? 


S THE Abrasive Produ ts ad with a 
single picture attracted more casual 
Minne- 


ota Mining ad attracted more read- 


or noted” readers and the 


ers who read most of the Cops 
Picture -Caption sequences are 


Num 


make then 


powertul way to tell a story 
bering the captions 


even more attractive Once you 


start reading such a picture-captior 


That 


explanation 


sequence, it's hard to stop 
probably 
of Minnesota Mining's higher “read 


It's a good ad with a 


is the simple 


most score 
story crisply told 
One factor that might have re 
duced its “noted” score was the ab- 
sence of any one dominant element 
Such an element can attract strong- 


} 
\ 


1\ For example when the first 


Minnesota Mining 
Seen 


Noted Assoc. 


Read Seen 
Most Noted 


Below is 
the answer 
to the problem 


on page 142 


picture In such a sequence Is a 
dramatic one and is larger than the 
others in the sequence, It can bol- 
ster attention-getting powe1! 

One large 
better than 
Abrasive Products’ 


wasn t 


picture often attracts 


several small ones 


single picture 
much larger, but it was 


larger, than the pictures in the 


Minnesota ad That may be the 


explanation for Abrasive’s higher 


‘noted” score. The ad was further 
helped by position next to a strong 
editorial feature The Minnesota 
Mining ad was opposite another ad 
but it was a full page, compared 
with two thirds for Abrasive Prod- 
ucts 
reported by Daniel 


Starch & Staff, New York 


The scores, 


Abrasive Products 
Read 


Assoc. Most 








ERS in the TOP COMPANIES in this huge Oo Noted ; 


wooD 


and 
wood products 


A VANCE PUBLICATION 
139 N. Clark St., Chicago 2, Ill. 


Phone: Financial 6-5380 
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© Seen-Associated 


© Read Most denvtes ‘h 


Cost Ratio 





HERE’S HOW YOU CAN GET 
BETTER 
ENMIBITS AT 
LOWER COST 


Without obligation, Ivel Corpora- 
tion, leading designers and build- 
ers of displays and exhibits, will 
send you any or all of the follow- 
ing aids for your next exhibit. 


CLIP THIS AD 
TO YOUR LETTERHEAD 
AND MAIL TO 


96-24 A3rd Ave., 
Corona 68, N. Y. 


We'll do 
the rest! 


HB ILLUSTRATED STORY of amazing 
IVELPAK, the pré-fabricated, 
easy-to-use exhibit which. you 
can rent or buy at an important 
saving. 

FREE CHECKLIST of requirements 
for a successful exhibit at trade 
LM ee 
tions, home office, public dem- 
onstrations, county fairs, etc. 
FULL DETAILS of how IVEL has 
helped other firms solve exhibit 
problems . . . and of how Ivel 
can help your firm get better 
exhibits at lower costs. 


now fo tanled inforn 


CHICAGO THRIFT-ETCHING CORPORATION 
1555 N. Sheffield Ave., Chicago 272, lil., Dept. G 
Subsidiary of Dodge Manufacturing Corporation, Mishawaka, Indiana 


From Washington 





House 


and private 


vhen government agencies 
froups jom ma con- 
ference on “Resources for the Fu- 
ture.” 

The plan for the conference was 
drafted by a private group financed 
by the Ford Foundation, and headed 
by Horace M. Albright, 
rector of the National Park Service, 
now President of United States Pot- 
ash Co 

Much of the 


conterence originated with the spe 


former di- 


momentum for the 
cial study of national resources 
which was made for President Tru- 
man by the Commission under Wil- 
liam S. Paley 


sized that 


This report empha- 
materials shortages are 
forcing up production costs 

More National Se 
curity Resources Board 
78 formal 


carrying out programs which would 


recently the 
submitted 


recommendations — fo 


stimulate development of new min- 


eral industries, and conserve exist- 


Ing ones 
NSRB has recommended that the 


atomic energy law be amended to 


encourage greater participation ol 


private enterprise in the utilization 


of atomic energy as a source ol 
power It is also pointing to the 
trade 
building and building mate 


“looking to the 


need to eliminate restraints 
in the 
rials industries 
elimination of restrictions on the 
adoption of known materials saving 


techniques.” 


Stockpile of Capacity Next. . 


In its final report on long-range 


sper ial Adv ISOry 


Production 


defense goals, the 
Equip 
Harold S. Vance of 
proposed that produc 
substituted — for 


Committee on 
ment chaired by 
Studebaker 
tion capacity be 
stockpiling of military end items, to 
the greatest extent possible 

The capacity to produce 
fact, a military reserve of the 
est order,” the committes 

Its ore port 
S500 000.000 — ¢ xper 


pointed out 
diture 

long lead time productior 
ment for Ait Force 
‘would increase the mobilizatic 
apacity fo} the 


production of 


ilt by about $18 billion duri v in 





97" 
of the 


Meat Packing Industry | 
Production Volume 
is done by the readers of 


RATIONAL 


BUSINESS DECISIONS many times 
daily are based on PROVISIONER edi 
No other 


gives such extensive and 








torial and market information 
single source 


dependable information 


EDITORIAL DOMINANCE — ix: 


two years of service to the Meat Packing 


field qualities us as the “one-stop” service 
publicauon—the Voice of the Meat Pack 
ing Industry And, the PROVISIONER 


has an 85°) renewal rate! 


All subscrip 
tions are for ONE year only 


A PARALLEL CYCLE — s> 


year, the industry completes a live-stock 


times a 


to-consumer-sale cycle 52 times a year 
the PROVISIONER brings the news to 
this industry which it must have for the 


most profitable operation 


FOOD FIELD EQUIPMENT «an !« 


sold to this substantial market, and The 
NATIONAL PROVISIONER will do a 


better selling job for you 


CALL OUR REPRESENTATIVE jn. your 


area or write for complete information 
on how best to develop this vast market 


for your product or service 


re 


ATIONAL 
04 


15 W. Huron St., Chicago 10, Il. 


New York 17 — 18 East 41st St. 
San Francisco 5 — 625 Market St. 
los Angeles 5 — 3727 W. 6th St. 
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to be 
amazed at the fine 


We continue 


workmanship in your 
wood engravings.” 
Robert 8. Farrington 
BATTEN, BARTON, 
DURSTINE & OSBORNI 
*YPICAL of thousands we make each 
Vcar for ape nares and manufac turers 
everywhere. They show all the detail, all 
the shading. These pure black and pure 
white illustrations will print clearly on 
any kind of paper by any process. Ele 
tros can be made directly from the wood 
block. Proofs can be enlarged or re 
duced. Santones can be made directly 
from merchandise or any clear copy 


Send us this ad clipped to your letter 
head to receive free our new GO page 


portfolio of engravings on wood 


SANDER ENGRAVING CO., Inc. 
537 S. DEARBORN ST. CHICAGO 5, HA 7.2082 
THE WORLD (RGEST MAKERS 


()] NOGRALING ON HOOD 


Reeser eeneeane 


INDUSTRIAL MARKETING 
IN LATIN AMERICA 
frequently requires an 
approach to textile mills 


fi 


( 
TEXTILES 


puts you in 


PANAMERICANOS 
immediate and ef 
with the largest 
buyers in Latin America’s largest 
industry. It talks their language. 
It sells for you e'ficiently. In 
vestigate how it can help you. 


ULES 


CHMMMERLCLMO S- 


PANAMERICAN PUBLISHING COMPANY, inc. 
570 7th AVENUE, NEW YORK 18, N.Y 


fective ontact 


coo. MOFS 
etn For 





first two years alone 
In his 
outgoing 
fave this 
off; asked 


| 
mediately 


budget to Congress 


Hai ry 


i he arty 


final 


President Truman 


program send- 


Congress to move im- 


to provide the funds for 


plant and capital goods “stor kpil- 


ny 


Agent Relationships . . Genera! 
Administration's “General 


spell out the rela- 


Services 
Regulation 12” 
tionships which ought to exist be- 


tween a bona fide agent, and a com- 


pany trying to sell to the govern- 


ment 


Official they want to protect 


representatives by 
to federal contract 


ing officers and busines concerns 


that employing 


al apen 


] ] 
eval 


and not 


buying 


contrary 
pre cribed tandards at met 
regulation 


Spr cifically 


zed that 


BLAST FURNACE AND 
STEEL PLANT 


—A monthly semi-technical business paper 
devoted to articles concerning the making 
and rolling of steel. 

Read by the executives and key operating 
officials of the steel plants in oll parts of 
the world. A.B.C. — A.B.P. 


STEEL PROCESSIN 


—A monthly semi-technical business paper 
devoted to articles on Forging, Heat Treat- 
ing, Stamping, Forming and Welding. Read 
by the executives and key operating officials 
in steel processing plants throughout the 
world. C.C.A. 


WATKINS CYCLOPEDIA OF 
THE STEEL INDUSTRY 


—Published biennially. 
Contains articles of semi-technical nature 
relating to steel making, rolling and steel 
processing. 
Advertising above on 
request 


rates on any of the 
Directory of fron and Steel 
Plants 


—Published annually. 
Price $15.00 postpaid. 


Directory of Steel Processing 
Plants, 1952-53 edition 
available 


—Published periodically. 
Priced $15.00 postpaid 


Publishers 


STEEL PUBLICATIONS, INC. 
4 Smithfield Street 
Pittsburgh 30, Pennsylvania 





New Markets !! 


If you want to sell inthe 
14 Southern states, investigate 
these official publications of 
the Southern Assn. of Science 


and Industry: 


SOUTHERN INDUSTRIAL DIRECTORY 


3,000 multi-million 
Abundant 


purchasing 


Lists more than 


| 
dollar 


manufacturers 
Used by 
industrial equip 
New edi 


$5 per 


market data. 


agents to locate 


ment, supplies, services 


tion in preparation Annual 


copy 


SOUTHERN CHEMICAL INDUSTRY 


Guaranteed circulation of more than 
5.000 


process engineers 


chemists, research directors 


technical execu 


tives Ideal medium for chemicals 


bi-monthly 
Research 


and apparatus Issued 


with Journa of Southern 


$5 per 


Write today to: 


5009 Peachtree Rd., Atlanta, Georgia 


year. 





Index to Advertisers 





*“Advertisers’ Research Service 148 
Advertising Requirements 139 
Agricultural & Food Chemistry . 125 
*Air Force 138 
*Air Force Association, The 138 
“American Artisan 10-11 
*American Aviation 91 
*American Ceramic Society 40 
American Chemical Society, The 
25, Go, 107, 125 
*American Metal Market 38 
*American Society for Metals, 
The 14-15 
*American Society of Civil Engi- 
neers, The 18 
*American Society of Mechanical 
Engineers 26 
*American Society of Tool Engi- 
neers, The Insert Between 32-33 
American Telephone & Telegraph 
Co. 53 
Analytical Chemistry 107 
*Annual Meat Packers Guide 145 
Appliance Manufacturer 4-5 
*Applied Hydraulics 89 
*A.S.M.E. Mechanical Catalog and 
Directory 26 
“Associated Construction Publica- 
tions 


21 
*Aviation Age 4th Cover 


*Bacon’s Clipping Bureau 

Black Diamond 

*Blast Furnace and Steel Plant 
*Burrelle’s Press Clipping Bureau 
*Butane-Propane News 


Candy Industry 

Cantine Co., The Martin 
*Capex Prefab Exhibits 
*Ceramic Bulletin 

Chemical & Engineering News 
*Chemical Engineering 

Chemical Engineering Catalog 
*Chemical Engineering Progress 
Chemical Materials Catalog 
Chemical Processing 
*Chicago Thrift-Etching Corp 
*Civil Engineering 
*Coal Age 2nd Cover 
“Commercial Refrigeration 89 
*Conover-Mast Corp 

41, 66-67, 74. 4th Cover 

*Conover-Mast Purchasing 

Directory 41 
*Construction Bulletin 21 
*Construction Digest 21 
*Construction News Monthly |. 21, 101 
*Constructioneer 21 
*Contractors & Engineers 7 


*Daily Journal of Commerce 148 
“Dixie Contractor, The 21 
*Dodge Corp., F. W 60-61, 78-79 
*Domestic Engineering 9 


Eastman Kodak Co 69 
“Electric Light & Power 103 
Electrical Manufacturing 36-37 
Electrical West 141 


*Factory Management & 
Maintenance 

Flow 

Food Engineering 
Food Processing 

*Foundry 

*Fritz Publications, Inc 


Gage Publishing Co. 36- 
Gardner Publications 

General Exhibits & Displays, Inc. 1 
Gulf Publishing Co. 35, 59,1 
Gussow Publications Inc., Don 1 


37 
13 
35 
17 
47 


“Haywood Publishing Co 103 
Heating & Plumbing Equipment 
News 63 
Heating & Ventilating 

*Heating, Piping & Air Condi- 
tioning ; 

*Hitchcock Publishing Co. 7s 


Implement Record 

Industrial & Engineering Chem- 
istry 23 
Industrial Equipment News 31 

“Industrial Maintenance 132 

“Industrial Press, The 39, 63 
Industrial Publishing Co. 89 

*Industry & Welding 89 

*Institute of Radio Engineers, 
Inc., The 

Iron & Steel Engineer 

Ivel Corporation 


Jenkins Publications, Inc 


Keeney Publishing Co 
Kimberly-Clark Corp 
*King Publications 


Listo Pencil Corp 


Machine and Tool Blue Book 55 
Machine Design 98-99 
Machinery 39 
*Maclean-Hunter Publ. Corp 27 
*MacRae’s Blue Book 120 
Marine Corps Gazette 81 
Marine Engineering 51 
Materials & Methods 42 
McGraw-Hill Publishing Co., Inc 

2nd Cover, 28-29, 70-71, 86-87, 92-93 
115, 119, 131, 141, 3rd Cover 

Metal Progress 

Meyercord Company, The 

Michigan Contractor & Builder 
*Mid-West Contractor 

Midwest Purchasing Agent, The 
*Mill & Factory 66 
Modern Machine Shop 

Modern Railroads 

Modern Railroads Publishing Co 


The Annual Market Data & Directory Number 


le tie r® 
/ Fivoy Nvorsrpy 
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Don Gussow Publications, Ine. 


information Headquarters of the Billion Dollar industries They Serve 
FROZEN FOOD AGE + CANDY INDUSTRY + BOTTLING INDUSTRY 
THE CANDY INDUSTRY CATALOG AND FORMULA BOOK 
220 East 42nd St, N.Y.C. * MUrroy Hill 7-8771 
CHICAGO 30 North LaSalle Street (FRanktia 2.9052) 
SAN FRANCISCO. Simpson Reilly, Ltd 703 Market Street (O0ugias 2.4994 
LOS ANGELES. Simpson Reilly, (td, Halliburton Buriding (OUmkik 61179) 








f—} 
write for Sample 
copy and rate Card 


Daily Journal of Commerce 


711 SOUTHWEST 147TH AVE. 
PORTLAND 7, OREGON 


WORKING TOOL OF PACIFIC NORTHWEST BUSINESS 


i ll le i i ee i ee oe 


PRESS 


CLIPPINGS: 


from all Newspapers 
and Magazines 


{ 

{ 

{ 

1 
2. phe ) 
e 


(STAGUSHED G88 


€ O 


BURRELLE'S PRESS CLIPPING BUREAU 4 


165 Church St., New York 7, N. Y. 


If it's printed, { 


Burrelle’s will clip it, 





tll all ee ee ee 


WHAT'S GOING ON? 


Clippings from the business press, 
farm papers and consumer maga 
zines can keep you posted on what's 
going on, The 2,272 publications we 
read are listed in the 192- page 
Bacon's Publicity Checker in 99 
market groups 

Ask for free copy of Booklet No. 50 
“Magazine Clippings Aid Business” 
Order Bacon's Publicity Checker on Approval 

Price $10.00 — it will soen save its cost. 


BACON’S CLIPPING BUREAU 


343 Seo. Dearborn St., Chicago 4 


National Business Publications, 
Inc. 108 
National Industrial Adv. Ass’n 

*National Provisioner, The 

*New England Construction 

New Equipment Digest 


Occupational Hazards 


Oil and Gas Journal, The 


Palm, Fechteler & Co 

*“Panamerican Publishing Co 
Paper & Pulp Mill Catalogue 
‘Paper Industry, The (Formerly 
The Paper Industry and Paper 
World) 

*Penton Pub. Co 

*Petroleum Refiner 
Pit and Quarry 
Power 

Precision Metal Molding 
Proceedings of the I.R.E 

Product Engineering 92 
Progressive Architecture 

*Public Works 

*Purchasing 

Putman Publishing Co 


98-99. 105, 


Railway Age 
Refinery Catalog. The 
Reinhold Publishing Corp 

17. 23, 24, 42, 83, 1 
Remington Rand, Inx 
Rock Products 


Sander Engraving Co 

Sickles Photo-Reporting Service 
Simmons-Boardman Pub. Corp. 51, 
Smith, Inc., Harry W 

*Snips Magazine 

Southern Chemical Industry 
‘Southwest Builder & Contractor 
Steel Processing 

Steel Publications, Inc 


*Sweet’s Catalog Service | 60-61 


Texas Contractor 
Textile World 
*Textiles Panamericanos 
Thomas Publishing Co 1, 
Thomas Register 

Tool Engineer, The 


133 
111 
59 
19 
131 
89 
129 
2-93 
24 
74 
»-57 


21 


3rd Cover 


146 
31 
] 


Insert Between 32-33 


Traffic W orld 


Utilization 


Vance Publishing Corp 
Vanguard Advertising 
Viewlex, Inc 


Wall St. Journal 

*Watkins Cyclopedia of the Steel 
Industry 

“Western Builder 

Wood and Wood Products 
Wood Working Digest 

World Oil 


>? 
oo 





PROMOTION 
OPPORTUNITY 


back- 


science and 


with 
physical 


Recent graduates some 


ground in any 
experience in sales promotion-indus- 
trial marketing-publicity work are urged 
attractive 


to investigate this opening 


with well-known Midwestern research 


foundation. Wont capable planner and 
copywriter along conservative, institu- 


tional lines. Unusual 
right 


tional 


opportunity for 


man. Please give age, educa- 


background, complete employ- 
ment experience, and salary required 
Write today to Box 475, INDUSTRIAL 
MARKETING, 200 E 


11, 1 


illinois St., Chicago 











If you wish to reach the 


coal trade use 





P-BLAC DIMSIND 


CHICAGO 
Manhattan Bidg 


NEW YORK 
Whitehall Bidg 


For over 67 years the leading 


journal of the coal industry 





g competitive advertising 
nable us to provide 


t. See Market Date 


12 years of surveyin 
for leading advertisers @ 
data at low cos 
17 for further, informe 


eseare 1 


rt La SALLE 


monthly 

Page 

; A dvertisers 
1 


35° SOt 
4} ‘ 


tion. 


HIE AGO 27 


the Real Push 
Behind Sales! 


You'll find Snips a «powerful 
medium to reach over 13.000 sheet 
metal, ventilation and warm air 
heating contractor See indus 
trial Marketing Data Book 


Snips Magazine 


Wanted: To Represent 
Business Paper in N. Y. 


() 


Vanguard Advertising, 15 E 40, NYC 16 





PHOTO-REPORTS 
ON PRODUCT APPLICATIONS 
capable Photo-Re 
on-location 


Nationwide rgamizati of 50( 
effective 
photo case histories, stories and release 
For more formation write or phone 
SICKLES PHOTO-REPORTING SERVICE 
38 Park Place, Newark 2, N. J 


porter vide way t obtar 














In Mid-November, 1953, will be published the “Buy 
ers’ Guide Issue” of TextTite WorRLD, a thirteenth issue. 
The comprehensive hsting of firms, around which this 
issue is built, will be classified under a multitude of use 


ful headings, embracing the full range of machinery, 
accessories, supplies, and chemicals used in textile mills. 


Since this guide issue will be distributed to a// TW sub 
scribers (appreciably in excess of 25,000), it will provide 
the most generally accessible looking-up place available 


to mill-men buyers. The issue will gain added interest 


through a section devoted to tables, charts, formulas, 

7 and other reference data of enduring value to textile-mill 
execulives. 

This Mid-November issue is the first buyers’ guide to 

go to the full subscription list of TexTiLe Worvp. It thus 


will offer by a big margin the largest distribution ever 
achieved for such a textile reference work. Thousands of 


mill men with buying influence, all over the world, includ- 
ing overseers and other department heads, will receive 
* a textile-mill buyers’ guide for the first time in their lives. 


: As a result of this added service, TEXTILE WORLD be- 
A ‘ comes the place where sellers seek the buyer and buyers 
’ R seek the seller. Be sure to include the mid-November issue 


. ; 
in your schedules to insure a thoroughly effective, profit- 
’ 


4 f Py able, and well-rounded sales attack on the textile industry. 


§ , “ . 


As announced November 17, 
1952, “While, as usual in the case 
of thirteen-issue publications, ad 
vertising space in the thirteenth 
issue will not contribute to the rate 
earned for regular issues, the rate 
for the thirteenth issue will be 
based on the total space in that 
issue and in the other twelve. Space 
units, including fractional pages, 
will be the same as for regular 
issues. The closing date will be 
September 15.” 


FIRST in circulation 

FIRST in readership 

FIRST in buying-power 
penetration 

FIRST in advertising 
volume 


| EX ] | LE Wo A LD McGraw-Hill Publication, 330 West 42nd Street, New York 36, N.Y 
LL 
RE, 


AS USEFUL AS ANY MACHINE IN THE Mi 
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yes for an answer... 


We take only 


. and 92%, said ‘‘yes"’'! 


o answer ''No'’ to either quesuon #2 ire lropped 


circulation. We take only tor an answer. 





